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TO LOOK AT 


STYLE 2636 


GLOVE-LIKE fit and comfort combine with the beauty of fine 
quality in this highly saleable elasticized style . . . In addition to 
such authentic styling, dealers in Tweedies enjoy the advantage of 
a flexible mark-up policy, made possible by the plus-values care- 
fully built into these shoes. Thus Tweedies are known as the line 
that sells with full profit. 


TWEEDIE FOOTWEAR CORPORATION 
JEFFERSON CITY MISSOURI 


Atcuring Footwear FOR YOUR CHOICE CUSTOMERS 
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THE Shoe Score Club is about to 
be organized. Do you want to be- 
come a member? All you have to 
do to qualify is to signify, by letter, 
that you have attended twenty con- 
ventions of the N.S.R.A. between 
Boston 1920 and Chicago, 1940. 


DEAR SHOE SCORE 
CLUB erc-er< 





The editor of the Boot anp SHOE 
RecorDER is a charter member 
thereof, not having missed or muffed 
a single convention in that span of 
time. 

So let’s get a roster of the faithful 
and when the next convention comes 
around, we can gather in a group 
and give verity to our veracity and 
establish by symbol, button, card 
or accolade—for in the words from 
the picture “Goodbye Mr. Chips” — 
“Don’t take your happiness for 
granted.” Make a point of saying: 
“T'll remember this event and time 
so that as the years roll by you can 
gather the links of remembrance and 
make thereof a pleasant chain of 
friendships in shoes and in conven- 
tion.” 


The complete list of N. S. R. A. 
convention cities and meeting 
places : 


1920 Boston, Mechanics Building 
1921 Milwaukee, Auditorium 

1922 Chicago, Coliseum 

1923 Chicago, Coliseum 

1924 Chicago, Coliseum 

1925 Boston, Mechanics Building 
1926 Chicago, Sherman Hotel 
1927 Chicago, Sherman Hotel 
1928 Chicago, Stevens Hotel 

1929 Chicago, Stevens Hotel 

1930 St. Louis, Jefferson Hotel 
1931 Detroit, Book Cadillac Hotel 
1932 Chicago, Palmer House 
1933 Chicago, Palmer House 
1934 St. Louis, Statler Hotel 
1935 New York, Commodore Hotel 





1936 National Shoe Fair—Chicago, 
mer House 

1937 National Shoe Fair 
mer House 

1938 National Shoe Fair 
vens Hotel 


Chicago, 


1939 National Shoe Fair—Chicago, Ste- 


vens Hotel 
1940 National Shoe Fair 


vens Hotel 
* * » 


NATION-WIDE department store 
sales in December were 4 per cent 
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Chicago, Ste- 


Chicago, Ste- 


JANUARY 20, 1940 


RADE 


above those of the same month in 
1938, according to the report issued 
by the Federal Reserve Board. The 
adjusted index for the month stood 
at 96, the highest for any December 
since 1930. It compared with 95 in 
November and 89 in December, 


1938. 
ow 
2 ee 
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The Committee on Consumer Re- 
lations in Advertising states: “The 
Committee recognizes the impor- 
tance of advertising-consumer rela- 
tions and proposes to deal with them 
in a practical and cooperative 
manner. It will engage in fact-find- 
ing and research on economics of 
advertising and of consumption. It 
is also interested in cooperating 
with consumer groups in an effort 
to set up a bridge of understanding 
between consumers and advertis- 


ing. 

WILLIAM J. AHERN, president 
of the Coast Shoe Reporter, shut- 
tling up and down the elevator at 
the Hotel Stevens, voiced the follow- 


ing: 








112) 


“Did you see the snow storm this 
morning?” A fellow passenger re- 
plied: “You Californians see things! 
The sun is shining and the day is 
fair and cold.” Bill replied: “All the 
salesmen are tearing up cancellation 
letters and throwing them out of 
the window; and that’s the kind of 
snowstorm I like to see.” 


4GEORGE GEUTING of Geuting’s, 
Philadelphia, hadn’t attended a Na- 
tional convention in nine years but 
he did develop a formula for how a 
merchant should attend a conven- 
tion that is very well worth remem- 
bering for the next time. 

George took the Convention Num- 
ber of the Boot anp SHoe Recorp- 
ER, went through it carefully and 
then planned his appointment note- 
book for each day at the conven- 
tion. He was thus able to cover 
more new and interesting lines than 
he would have done if he had left 


it to chance. It also served the 





worthy purpose of cutting short cor- 
ridor conversation because he could 
always, and properly, say: “I’ve an 
appointment in five minutes with So 
and So.” Thus he was able to com- 
plete his “looking calendar” and as 
a result got more out of this conven- 
tion because he had planned his 
work and worked his plan. He said: 

“You'll do a lot of walking and 
talking and skipping around and 
you'll be gloriously entertained by 
your old friends but you may want 
to see some new lines, make some 
new friends and get your money’s 
worth for your trip and you can’t 
do it without checking the big Re- 
CORDER and organizing your con- 
vention trip with it.” 

Thanks, George, we’ll reprint this 
next December. 


ELIZABETH GORDON, fashion 
promotion manager of Good House- 
keeping Magazine was commentator 
at the recent National Shoe Fair in 
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—Did you ever stop to reflect upon 
the wonder of 7s 

—Words can express every thought 
and emotion of the human soul— 

—Music, no matter how exquisite or 
interpretive it may be, cannot do 
what words do. 

—Ilt has been estimated that the 
average American uses a voca 
lary of about 800 words — but 
Webster's Unabridged Dictionary 
contains nearly 400,000 words. 

if pe should look up the meaning 

pa ps I or new word each day, 
and it to your vocabulary, you 
would acquire 365 new nw ag a 
year, or 1725 new words in five 
_ — a liberal education in 


—Do you know the meaning of these 
words: absonant, claustropho- 
bia and ratiocination? 

— If not, look ‘em up, you'll be start- 
ing a good habit. 

—A man who knows words is never 
lost for the right word to use at the 
right time. 

—And that's the mark of a scholar. 


Sb Tn 


President 





Chicago. Her ialk, “Revelations 
from the Private Lives of Your Cus- 
tomers,” cited facts gleaned by her 
organization from 33 questions sent 
to 10,000 women. The poll showed 
that on the question of open toes, 
64 per cent of the 10,000 women 
have worn them and 57 per cent 
liked them and will buy them again 
this season. Regarding open backs, 
67 per cent never wore them and 
don’t like them; 81 per cent won’t 
buy them for the coming season. 
* * * 


THE blackout is being modified in 
London and a certain amount of il- 
lumination is being allowed to re- 
tailers. More light is also being 








restored to trains; but the blackout 
in no sense is permanently elimi- 
nated because every effort is being 
made to prevent the tell-tale halo in 
the sky which gives away the posi- 
tion of a big city. 

Merchants are endeavoring to re- 


store the evening shopping period, 


which has been lost in most towns. 
But merchants generally admit that 
business ceases at blackout time— 
five o’clock in the afternoon. 


* * . 


SOMETHING for you to remem- 
ber! When you go to a national 
convention or a local one, for that 
matter, why not wire your local 
newspaper to the effect that So and 
So, shoe merchant, went to the con- 
vention to select the newest things 
for his public back home and no- 
ticed these movements of fashion 
that were of national significance, 
etc. Or, if the merchant was made 
an officer of the Association, the 
news thereof should be wired to the 








paper for, by so doing, friends of 
the merchant and store at home, 
join in honoring him. 

We did something of the sort for 
a merchant at Chicago and he very 
generously sent us a clipping, en- 
closed in a letter saying: “I really 
do appreciate your interest in han- 
dling this publicity for me and 
you've accomplished a very fine job. 
Never before have I received so 
many congratulatory letters and 
since my return the phone has been 
keeping me quite busy.” 


. * . 


HRERMAN FRIEDMAN of Scien- 
tific Shoe Fitters, Bridgeport, Conn.. 
says: 

“One of our customers returned 
to exchange a pair of slippers tha! 
were purchased for a Christmas gift. 
During this transaction she showed 
us a Christmas card that she found 
in the box, indicating that the pair 
she was returning was exactly th: 
same pair of slippers that she pur- 
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chased and returned last year. Was 
our face red!” 

Our thanks to Herman for the 
enclosure of an advertisement in the 
“Lost and Found” column of the 


Times Star (Bridgeport, Conn.) as 
follows: 
“LOST 


VICINITY OF EAST 
WASHINGTON AVE. 


One Black Suede Opera Pump. Size 6%. 
Badly needed as owner uses both legs. 
No reward but undying gratitude. Phone 
5-1131 Miss White or bring to THE 
TIMES STAR.” 


*HMOME OF THE SQUARE DEAL’ 


“That sign, ‘Home of the Square Deal,’ 
is lettered on an arch across the road to 
the two shoemaking cities of Endicott 
and Johnson City. The arch was erected 
in 1920, by popular subscription among 
the men who work for the Endicott- 
Johnson Shoe Company. 

“This in the -plants of Endicott- 
Johnson, the employees held an election, 
the second largest ever supervised by the 
National Labor Relations Board, to select 
the desired bargaining representative in 
labor negotiations. 

“NO UNION WAS NEEDED — The 
American Federation of Labor, with the 
help of a personal plea by William 
Green, received 1,612 votes. The Con- 
gress of Industrial Organizations (CIO). 
with the aid of a flying squadron of 
skilled organizers, chalked up 1,079 votes. 
Towering over the votes for both unions, 
there were 12,693 votes cast for NO 
union representation. Behind that over- 
whelming vote, there was the story of 
82-year-old George F. Johnson. 

“He is the man who read his name 
on the Senate Munitions Probe list as 
among those who received an income 
of a million or more dollars a year before 
1920; reading it, he said he was ‘ashamed 
and mortified.’ He added: ‘A man who 
dies rich, dies disgraced.” 

“Son of a New England sailor, George 
F. began work at 13 as a shoemaker; 
he was 40 before he ever ‘managed any- 
thing or anybody.’ He worked his way 
up to control of the business he once 
worked for; at his wealthiest, he was 
worth $30,000,000. Today, he is down to 
less than $2,000,000. He expects to die 
with what he started—‘nothing.’ He has 
‘plowed all my money back into the 
community where it was made.’ His son 
is the head of the business now; but 
his son will inherit no millions. 

“AMONG HIS HEIRS—He believes 
that ‘the people who worked for me’ 
must be included among his heirs. He 
believes in ‘the security of work, not of 
wealth.’ His genius for management cre- 


ated the good jobs which enable his 
employees to build and own their own 
model homes; not as philanthropy, but 
as profit-sharing, he set up a system of 
medical care far superior to any crack- 
pot ‘socialized medicine’ schemes. 

“What the New Deal preached, his 
Square Deal practiced. That’s why the 
vote was: ‘No Union.’” 

(Editorial in the DAILY MIRROR 
(N. Y.) January 12, 1940) 


GOOD merchandising today to 
children, should carry with it a little 
gift and please don’t make it an edu- 
cational toy but something that will 
capture the glorious imagination of 
a child. Balloons do it; tumbling 
toys do it; noise-makers do it; in 
fact everything but those terrible 
things prepared by educators trying 
to make infants put square pegs into 
square holes and round pegs into 
round holes, when after all—in- 
fancy is an art, it’s not book- 
keeping. 
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GLASS shoes for men, as a pos- 
sible style development of the future, 
were recently featured by Marshall 
Field & Co., Chicago, as a special 
promotion. Two pairs of glass shoes 
were on display in the Field’s Store 
for Men, as part of a series of ex- 
hibits of shoes of yesterday, today 
and tomorrow. The shoes were de- 
signed especially for Field’s for pro- 
motion purpoes by Stanley Drake of 
Old Colony Shoe Company. They 
were made of plastic glass and 
transparent. One was a brogue and 
the other a monk strap. 

Charles S. Campbell, buyer for 
the Young Men’s Shop at Field’s 
stated that glass shoes can be re- 
garded as an important style. pos- 
sibility for men since they will give 
them an opportunity for greater use 
of color combinations in hosiery as 
related to their shirts, ties and other 
accessories. 











“Dawgonnit! These ski boots | borrowed are a mile too big.” 
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FFOR the eleventh consecutive year, Boor AND SHOE 
RECORDER announces National Foot Health Week, and 
invites every shoe store in the country that is doing a 
fitting job actively to participate in the shoe retailers’ 
greatest cooperative promotion, April 15 to 20, inclu- 
sive—a full week devoted to making the public appre- 
ciate more and more the joys and benefits of happy, 
healthy feet, and the part good shoes, properly fitted, 
play in keeping feet fit. 

National Foot Health Week, 1940, will open to the 
largest and most interested audience the event has ever 
known. Not only have shoe dealers been stressing 
“fitting feet to keep feet fit,” but an ever-increasing 
number of articles concerning foot health and proper 
shoes have appeared in magazines and newspapers read 
by millions, in this country and Canada. No need to 
name all of them here, but there are enough articles 
listed in the general magazine index in the New York 
public library under the captions “FEET” and 
“SHOES” that are concerned with foot health and cor- 
rect footwear to allow for ONE ARTICLE IN A NA- 
TIONAL MAGAZINE EVERY MONTH DURING THE 
PAST TWO YEARS! This does not include the many 
articles of similar nature appearing in newspapers dur- 
ing the same period. 













becomes twofoid: 






2 Te establish more firmly stores that do 
@ fitting job as “Foot Health Centers” 
among those whe demand footwear and 


fitting that contribute to foot health. 





As usual, Boot anp SHoe Recorper will offer, dur- 
ing the coming weeks, a variety of suggestions woven 
into a comprehensive promotion program for the event 
—ideas that are useful to the individual store and for 
the cooperative promotion program. There will be sug- 
gestions for newspaper advertising and articles; window 
displays, in-store displays and decorations; material for 
radio talks and personal appearances; direct-mail and 
folder ideas; posters; in fact all angles of a practical 
promotion program will be covered. Some of them will 
be new ideas, some of them older ideas that have proved 
their worth. All of them useful whether you are plan- 
ning a cooperative promotion or developing ideas for 
your own store. 


IF possible, by all means make it a cooperative event 
in your community. That National Foot Health Week 
has been an increasing success is probably due in con 
siderable measure to the cooperative efforts of store= 
in many towns across the country. We know positivel; 
that getting together for this promotion broke down the 
barriers where “merchants in our town simply won’! 
work together” used to be the continued complaint 
until in a great many centers, the cooperative efforts 0! 
many sorts among shoe stores have led to the setting 
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The purpese of National Feet Health Week 







Tw educate more and more of these who 
need to be taught the wag to foot health. 
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Cooperative Promotion Is the Way to the Greatest Good for the Greatest 


Number of Stores. Here Are Time-tested Suggestions for the Effective 


Preparation of a Cooperative Effort for National Foot Health Week 


up of regular organizations for the handling of such 
events as they come along. 

In case you have none among your local shoe stores, 
here is a general outline to follow in choosing officers 
and committees for Foot Health Week who will func- 
tion for other occasions as well, once you and your 
competitor-friends get together for the benefit of all. 
This outline should be adapted to meet your needs; it 
is based on the writer's own experience in successful 
cooperative promotions. 

1. Elect chairman and secretary-treasurer. At the 
same meeting pledge funds, and advertising space to be 
used. Then proceed to appoint various committees, 
with chairmen. 

2. Newspaper committee. To follow on space pledges, 
supply articles for feature pages, handle special co- 
operative pages or sections. General helpers for the 
newspapers. 

3. Direct-mail committee. Mailed and distributed an- 
nouncements, preparation and distribution. Package 
enclosures, etc. 

4. Display committee. Window suggestions. Contest 
judges, and any other display features, such as posters, 
signs, etc. 

5. Contest committee. Planning and conducting of 
contests for public. 

6. Speakers’ committee. Secure speakers. Arrange 
with clubs, schools, and other groups for appearances. 
Radio talks. Obtain endorsement of important organiza- 
tions and individuals. 


ACTING as a “committee of the whole” all shoe mer- 
chants who are participating should join in getting the 
active cooperation of doctors, podiatrists, chiropodists, 
and all other groups and individuals interested in the 
healthi and welfare of the community. A good plan 
would be to invite them to a dinner, at which the pur- 
pose and plan of National Foot Health Week is outlined, 
and suggestions and cooperation are invited. It may even 
be practical to have salespeople from various stores 
present also. 

Stress the different places filled by the shoe specialist 
and the foot specialist. Emphasize the importance of 
“preventive” measures of proper shoes correctly fitted, 
and the harm of over-the-counter buying, of children’s 
shoes particularly. (April is the biggest month for chil- 
dren’s shoes.) Tell them that all of you have a common 
objective—a definite contribution to the health of the 


by R. E. ANDRUSS 


community. Ask those qualified to participate actively, 
and others to endorse and promote the event as best 
they can. 

Foot specialists and physicians can work with you as 
speakers to mothers’ clubs, parents’ associations, and 
even groups having adult interests. Lectures and foot 
clinics for school children can be held by school physi- 
cians with shoe men and foot specialists the featured 
speakers. Be sure all talks are covered by reporters, or 
duly reported to the papers. This, of course, in addition . 
to the material on foot health supplied to the feature 
writers in advance of Foot Health Week, that they can 
use “as is” or re-write. The same speakers should be 
helpful on the radio. Cooperative effort takes away the 
“one store” interest that sometimes makes the event 
register as just another advertising stunt; the coopera- 
tion of the other persons and groups outside the retail 
field adds just that much more to the unselfish angle 
of the promotion. 


WHILE the cooperative promotion is important, the 
benefits gained by the individual store will depend upon 
a thorough follow-through, so that very important angle 
must be given the attention it deserves. Past experience 
has proved that the store that does a strong promotion 
job in its own ads and windows, and sees to it that the 
interior displays and the sales staff are keyed up to the 
event, will profit far more than the store which identifies 
itself in a somewhat perfunctory manner with Foot 
Health Week. 

In planning your individual store promotion first BE 
SURE YOUR STOCKS ARE IN ORDER, with size 
ranges ready to render efficient service, meeting all 
except the extraordinary demands of Foot Health Week 
customers. You will all need— 

Ads for newspapers. The special section (if used 
cooperatively) or your own announcement and fol- 
low-ups. 

Invitations to customers, if a general mailing is not 
used. 

Window and interior displays that are.colorful and 
dramatic. 

Free foot clinics and contests, depending on the co- 
operative program. Package enclosures concerning the 
store’s service, care of the feet and the shoes you sell. 

Salespeople’s instruction. To bring them to a high 
point in interest and efficiency. 

[TURN TO PAGE 33, PLEASE] 





S pring Retail Selling, Which Starts in Los 
Angeles Right After Christmas, Has Shown 
Miss and Mrs. Consumer to Be Intensely Inter- 
ested in the Season’s New Footwear Ideas. 


WEDGES for casual, street and evening wear are sell- 
ing as never before in Los Angeles. Nearly all stores 
come out with their desert and resort promotions the 
second week in January, right after or during their sale 
period. Sales for the most part are all washed up by 
this time, anyway. These resort promotions are by no 
means gestures or institutional affairs. They are real 
selling times. And as such, they clearly indicate future 
buying trends. 

Bullock, Robinson, May, Innes, Gude, Jesberg, 


Immediately after Christmas, Gude’s of Los Angeles, 
i i i ; department into a 


AlLover patent pump with open toes and 
heels from the French Bootery Studio, Holly- 
wood, a type this well-known store is finding 
very active this Spring. Anita Louise is 
wearing these shoes made by Mackey-Starr. 
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Helen Woods, NBC dramatic actress, wear- 

et Go Bus’ Poy Gee a gers shoe with 

new wedge heel. shoe is made of red 

maracain with San a of blue running 

ee She cannes Gt ie Cane map ine Gate 
heel. Shoes by Bally 


Wetherby-Kayser, to name a few, as well as the smart 


shops out Wilshire Boulevard, all have important win- | 


dows and store displays in which resort or casual foot- 
wear is the center of interest. 

One major department store that has been promoting 
casual wedge shoes in a most consistent way for the 
past nine years and whose purchases of shoes of this 
type will run into six figures from one manufacturer 
alone, reports far greater early selling than ever before. 
This indicates to the management that sales of casual, 
resort and play shoes, all with small wedges, will far 
overshadow all previous records. This same store is 
finding tailored 17/8 wedges for street wear selling far 
in extess of early anticipations. 

At Saks Fifth Avenue, according to manager Ed 
Goodman, 20/8 lifts in evening shoes at $18.50, and 
Street shoes at $16.75, are excellent multiple sale pro- 
ducers. Patrons like shoes of this type because they are 
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so comfortable and so unusual, and are buying several 
pairs at one sitting. Colors selling here in these street 
shoes are blue and white; brown and white; all royal 
blue and fireman blue. Lifts for resort and play wear 
are really moving, too. 

In all Wetherby-Kayser stores, the 21/8 lifts at $16.75 
in white and black and white and blue are the fastest 
selling colors for street usage. Play and casual wear 
lifts are moving exceptionally well for so early in the 
season. Action on both these kinds of shoes are con- 
sidered very good forerunners of a most satisfactory 
business, says Wendell H. McCracken. 
history have casual shoes shown the January action of 
these capeskin moccasin playshoes,” he said. A large 
island window with a desert motif pulls customers into 
the store. 

A similar report comes from P. D. Lehman, manager 
of J. W. Robinson Co.’s shoe department. “Buckos to 
wear with slacks are showing pleasing early activity,” 
he adds. 

At Gude’s, your reporter learned from William Gude 
that all-over reds; all-over blues and all-over beiges, plus 
practically everything in bright color combinations, are 
actively moving in casual wedges. All are open toes, 
with about 50 per cent with open backs at present sell- 
ing. This is also true in the 18/8 lifts for spectator 
wear. Most active in the wedges is the suede with calf 
trimmings for spectators and the buck with calf trims 
for play, slack and morning wear. Based on early sell- 
ing, plans have been formulated to take care adequately 
of the tremendous volume that is sure to come for shoes 
of this character, as the season develops. 

[TURN TO PAGE 39, PLEASE] 


“Never in our 


re in Coe? 


Extremely high wedge heel with window 
cutout piped in red kidskin. The base of 
this shoe was of black patent leather with 
wide bands of red webbing over the vamp. 


Shoes by Fern. 





t stores 
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FOR EXTRA VOLUME 
Promote Sports and Play Shoes Early 


YOU can increase volume with extra pairs sold by 
strong promotions of sports styles in your early Spring 
windows. 

Of course, it will be impossible to sell an extra pair 
of shoes to every customer. However, by proper win- 
dow display, newspaper advertising and consistent in- 
telligent “suggestive selling” at the fitting stool, un- 
doubtedly you can increase your “extra pair” business. 

A happy and fortunate set of circumstances has com- 
bined to make a “natural” which should create extra 
volume for you during the coming’ season. 

First, according to all advance predictions, fashions 
for women will be charmingly and definitely feminine, 
but more comfortable, practical and simpler in line 
than the ultra feminine “Gay 90's” fashions. 





SUGGESTION FOR MEN’S DISPLAY 
(Above) 


. Circular plaque of wall board or plywood painted 


yellow or green. 


. Ring cut from % inch plywood—3 inches wide on 


left side and 8 inches wide on right—with shelf to 
display one pair of shoes. 


. Signboard painted white. Pussy willow sprays and 


jonquils as shown. Copy to fit your merchandise. 


. Base—I1 inch white pine board covered with grass 
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A dvance Predictions Indicate Women’s Fashions Will Be Simpler, More 
Practical and Comfortable—Sport Styles and Play Shoes Very Important 
for Men and Women Alike—Play Up These Styles in Early Spring to 
Speed Pair Sales When Customers Again Respond to Outdoor Urge. 


On the other side of the picture for women, sports 
styles will be definitely sports styles. Utter freedom and 
comfort are the keynotes. Play shoes will be here in a 
big way. 

For men, sports, semi-sports, casual footwear and 
play shoes have become more and more important each 
season for the past few years. 

From such observations we suggest that strong pro- 
motional emphasis be placed on sports, semi-sports and 
play shoes early in the season. 

By this we do not propose that dressy types be neg- 
lected. However, it seems logical that if you can sell 
the customer (without forcing) a pair of sports styles 
early in the year that same customer will later buy as 
a matter of habit and necessity, one or more pairs of 
dressy styles. 


by W.L. WARDRIP 








SUGGESTION FOR WOMEN’S DISPLAY 


(Below) 


- Background made up of panels painted yellow green. 
- Square trellis made of 1 x 2 inch wood strips turned 


edgewise and notched to fit together at intersections 
—painted white. 


. Large watering can cut from wallboard. If your win- 


dows are small use a regular water can. Paint light 
green and decorate as indicated. Use polished wire to 
simulate water. Platform (shaped to fit your window) 
covered with green grass mats. Use pea gravel for 
garden walk and artificial flowers as indicated. 


. Head and hand in flower pot may be cut from wall 


board or plywood. If desired may be eliminated with- 
out greatly affecting appeal of the window. 


. Single shoes may be displayed in the trellis squares. 
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Spring Shades Cleverly Styled for the New Shoe and Ready-to-Wear Colors. Softer, 
More Subtle Tones Blend with Neutral and Set Off Brilliant Colors. 


LIGHTER and softer than a year ago; warmer and 
more colorful than the current colors, the hosiery tones 
for Spring, 1940, fit well into the shoe and ready-to- 
wear picture. Beige is the most stressed color family, 
but what a variety of beiges you have to choose from! 
Pink beiges, sunny beiges and the more neutral or true 
beiges. Here and there a gray stocking appears; once 
or twice, a blue stocking. But there are few extreme 
colors on the market. Promotional ideas and color 
names emphasize the - all-American theme strongly. 
Novelty, as well as staple, colors in shoes and costumes 
have been considered in the choice of tones. 

We list here some of the colors featured by leading 
stocking houses in relation to shoe and costume colors. 
An excellent coordination job has been done by all 
these houses. Coordination books are available. 

Artcraft—Compass (All American Colors). For red 
shoes: Ranger Moon. For beige: Timber Tan. For 
yellows, golds, greens: Golden West. 

Berkshire—Pan-American Colors. For Turftan shoes: 
Cocoanut. For Airway Blue: Guava. For beige shoes: 
Llama, Palmetto. For bright reds and dusty pinks: 
Mango. 

Brown Durrell—For beige: Rapture. For red: Gay. 


For yellow: Frivolous. For pink and coral: Gorgeous. 

Dexdale—Leading colors include Denny Tone, Ber- 
muda Beige and Rico Tan—all styled to tone in with 
the leading shoe and costume colors. 

Gotham—Color names suggestive of Pan-American 
resorts. For beige shoes: Bolero. For red shoes: Joy- 
ous. For gray and high style coordination: Cocoanut. 

Holeproof—Parade Colors. For navy and all blues: 
Victory. For grays, pastels: Soldier Girl. For general 
wear: Romance, a soft rose beige. 

Huffman—For red: Sunny. 

Nolde & Horst—Two groups—neutral and vivid. For 
red shoes: Greige. For gold and brown: Sunstraw. 
For coral and shrimp costumes: Sun Pink. 

NoMend—American Favorites, the color promotion 
theme. Each color is named for a popular American 
song. Feature colors are Juanita, Susanna and Daisy. 
Leading colors are expected to be Susanna, a good 
beige tone, Sweetheart, with more warmth, and Scarlett, 
a carry-over of a number one Fall success. 

Phoenix—Personality Colors, a theme that carries 
over from season to season. For blue and Turftan: 

[TURN TO PAGE 38, PLEASE | 
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LOOK TO YOUR BACKS 
FOR NOVELTY TREATMENTS 


COUNTERS and heels are both receiving much atten- 
tion this Spring. The open back of a year ago has been 
replaced by the opened-up back which gained momen- 
tum last Summer from the success of the “corset” shoe. 
Many variations of this theme are on the market. Some 
of the smartest of these use a simple cut-out design in 
the counter and repeat it in the vamp. Bustles and bows 
are still seen in a few very smart Spring patterns. They 


look best combined with very simple vamps having little 
or no trimming. 

The high, wedge heel is the sensation in heels. Just 
how important they will be in Spring town shoes no- 
body knows as yet. Enthusiastic shoe men look for a 


big acceptance; more conservative members of the 
trade expect Summer to be the real season for wedges in 
dressy, walking and play shoe, heel heights. This heel 

| TURN TO PAGE 33, PLEASE] 


Back and Heels Are the 
Highlight Areas in New 
Spring Shoes. Novelty 
Treatments Are Young, 
Fresh and Flattering. 
They'li Help You Sell 
More Shoes and Give New 
Zest to Your Spring 
and Summer Business 








Te files 


WY E have been taken to task for making the “volume” 
buyer out as a guy who squeezes the life blood out of 
the manufacturer who serves him. One writer says: 

“The fact is that the cheap shoe manufacturer who 
quotes $1.16%2 and then cuts it to $1.1442 does so in 
order to get the business before his competitor gets it. 
Why say it’s the ‘volume’ buyer when you know damned 
well it’s the ‘volume’ seller that creates the issue?” 

So what? One guy has the chisel in his hand and the 
other guy pushes his chest right up against it—and who 
are we to say which one draws blood? 

The only indictment we can make of the cheap shoe 
operation in the volume field is that these operators 
live in a. world of fears of one another. They watch 
with an eagle eye competitor's windows, prices and 
promotions and consider “their shoe neighbor” their 
only competition. 

If they would lift their eyes a bit, they would 
see that the real competition is external of shoes, 
in the shape of goods, services and entertain- 
ments offered to the public with such charm and 
“installment” sweetness that the first moneys go 
to the fair suitor and the reluctant dollar goes to 
shoes. 

So competition between the cheap-cheap operators is 
rude and crude and in a vicious mood. Maybe the pub- 
lic would respond as well, or better, if the shoes offered 
had a little more intrinsic merit as shoes, rather than 
“skinned to a price.” 

“There are—NOW—certain forces at work in this 
economic world of ours that will make it impossible to 
hold to certain cheap-cheap prices and give any “guts” 
to the shoe at all. I have wondered whether a lot of 
tinny, sleazy stock is being tanned that would have gone 
to a glue factory, but for the fact that the best ad- 
hesives today are made in a chemical plant and not in an 
odoriferous glue kettle. 

As one cheap-cheap factory man said to us: “I have 
a terrible time to make good shoes out of poor leather” 
and when he said “good” he implied “good to look at” 
rather. than good to wear. 

Remember, we have no battle with efficient 
operation, large or small, independent or chain! 


OUTLOOMN 


Which One Draws Blood? 
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by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


If they serve an economic purpose —and that 
means good shoes, good service and a profit— 
then they deserve a place of honor in industry. 

And the true measure of their place is honest prac- 
tice, honest selections, honest advertising and honest 
relations with employees, sources of supply, and the 
public. But we do have a contempt and a scorn for 
squeeze-plays that are the result of cunning, cupidity 
and connivance. It does seem, from general obser- 
vation, that there is more of that stark selfishness in 
cheap-cheap volume operation than there is in any other 
division of the trade. 

There is plenty of dumbness in all of us at times; 
but that can be forgiven if the motives are clean and 
honest. Many a store and many a business has been 
saved by good, hard, honest work in spite of a lack 
of originality and modernity. 

But the cheap-cheap shoe operator is just a bit too 
smart when he thinks that he can take anything more 
out of his shoes and hope to hoodwink the public by the 
fact that he is able to hold to a price despite all the 
world-wide economic factors that tend to increase costs. 

I do believe that the cheap-cheap tigers will devour 
one another in the next ten years and that the honest 
fellow, large or small, will again have a place in the sun 
commensurate with his good works. 

At least we don’t have today some of the retail prac- 
tices that existed 25 years ago and may I tell a little 
story thereon: Once upon a time a young man got a 
job in a store in the poor section of a city. He was paid 
on the basis of what he could get for the shoes he sold. 
At $2.50 he rated 10c. as commission salary. If he 
could sell the shoes for $3.00, he got 15c. extra; at 
$3.50—20c. extra; at $4.00—30c. extra and if he was 
lucky enough to get a drunk or an immigrant, he 
profited by the grade up. The young man, fresh from 
school, couldn’t believe that those were the ethics o! 
business, so on his first day he sold shoes at the list- 
$2.50; made a lot of sales but little money and wa: 

[TURN TO PAGE 38, PLEASE | 
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Helen wants cood shoe looks 


Ellen wants wood shoe feel 


You get them both in 


at 
y. 
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00 Loom 4 second time at these Au Steps 

What you sec us 2 look of lightness 
re aos rere lagheness that makes 4 shoe ternenmac 
you don t see 

he (because a is a deep-mnsnde secret of dengring 
exclusive kad of Constrecnon 
he » are a ligt and dainty shoe as Cushson.y 
and comiorable on grum pavements as 4 bare foot on grass 
ts Ait Seeps have a Magn Sole 

i @ shock-shsorbung honeycomb of as cetis 
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est Keeps your feet so rested and your serves so soothed 

. that you're always “Fresh at Five”. For name of « 
un nearby Au Step score, ence Bow 6 See Conepany Se Lous. 

tisement appears in Lif 

ac- 
tle 
; a 
4 When you read the first Air Step advertisement for 1940 you will imme- 
} . . 

h diately sense that someone has at last come down out of the clouds and 

e p | J . *. 7 * . 

ot is talking to women about shoes in plain English and telling them some- 
a thing about shoes they want to know. 

he There is a real, honest-to-John digestible idea in Air Step advertising 
om that will bring customers into your store if you tie in with it. 
o} ~ , , , 
| For further franchise particulars write 
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Brown DoVOe Gompany Manufacturers, St. Louis 





E-J WORKERS 


These are some of the employees 
of the Endicott-Johnson Corpora- 
tion who left their work benches 
to stage impromptu parades in the 
streets in celebration of their 
overwhelming rejection of union- 
ism in a National Labor Rela- 
tions Board election. An unoffi- 
cial holiday was declared. 


Part of the thousands of workers 
in the Endicott-Johnson Shoe 
Corporation who declared a holli- 
day in celebration of their nearly 
five-to-one vote ugainst unioniza- 
tion, shown on parade here. 


SHOE workers employed by the Endicott-Johnson 
Corporation at its factories in Johnson City, Bingham- 
ton and Owego, N. Y., gave free and tumultous expres- 
sion to their satisfaction following the announcement 
of the results of the balloting in which they decided on 
Tuesday of last week, in an election conducted under 
the direction of representatives of the National Labor 
Relations Board, against representation by either the 
American Federation of Labor Boot and Shoe Workers 
Union or the C.I.0. United Shoe Workers. The result 
of the voting was an almost five-to-one majority against 
the unions. 

Charles F. Johnson, vice-president and general man- 
ager of the corporation, said he tried to keep the fac- 
tories operating as usual on the day following the elec- 
tion, but without success. Johnson City merchants shut 
up shop and the whole town joined in the fun as fifteen 
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Employees of Endicott-Johnson 
Corporation from Three “Shoe 
Towns” Join in Celebration Fol- 
lowing V ote Against Unionization, 
Which Company Regards as Vin- 


dication of Its Policies 


OPEN SHOP 


thousand employees left their work benches and ran 
shouting through the streets in impromptu parades. 


‘Several thousand of the workmen participated in a 


parade to George F. Johnson’s home in Park Place. 
Endicott, where the chairman is recovering from pneu- 
monia. Gathering around the house they cheered unti! 
Mr. Johnson appeared at the window and waved to the 
crowd. Factory whistles blew and Johnson City restau 
rants did a record business as workmen from the 
Binghamton and Owego factories arrived to take part 
in the celebration. 

Charles F. Johnson, Jr., vice-president and general 
manager, commented later that both vote and celebra- 
tion proved the soundness of the policies of the com- 
pany, one of the first in the United States to introduce 
employee profit sharing. 

[TURN TO PAGE 39, PLEASE] 





BOOT anv SHOE RECORDER, January 20, 1940 














R "BENCH BRAND” SOLE LEATHER * 
S RELIED ON FOR WEAR 
IN HUNTING-BOOT CONSTRUCTION 


understand the kind of wear to be expected from Kistler 

“BENCH BRAND” Sole Leather, when we tell you that it is 

{ considered to be without a peer in EVERY essential quality. 

, Many things have a bearing on the production of such value 

but none are more vital to its achievement than the tanning 

> = process. Kistler “BENCH BRAND” Sole Leather is made 

, == —..-= by the old-time, long-time tanning method. It’s a natural 

~~ 2 is=.= - process because the bark of certain trees supplies the fibre- 

>: ~ toughening agent. And you can’t beat Nature in doing a 
really fine job when you give Her time. 


( Since WEAR i is relative to other virtues you can better 


meneatel ‘MASs. 


ie~inie qeapvunne Guranmemer a: eunnes ov canvass unaak 1012 NORTH THIRD STREET, MILWAUKEE. WIfCONSIN —————— 
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Flying Squads 


Cooperation with various other 
main floor departments in training 
and employing college student extras 
has gone a long way toward solving 
the part time help problem for the 
main floor shoe departments of Gold 
& Co., one of the leading department 
stores of Lincoln, Nebraska. 

By training six or seven worthy 
young college men for work in the 
shoe, men’s furnishings and other 
allied departments, the store is able 
to get unusually high class men and 
keep them employed during the 
amount of time they have to spare. 

Since the important selling events 
in the various departments involved 
in the plan usually come at different 
times, the shoe sections are usually 
able to get all the trained extras they 
need on the occasions when they are 
required. When these boys aren’t 
needed in shoes, they are kept busy 
most of the time in other sections. 

By using the same extras through- 
out the year, the shoe buyers are able 
to give them a good deal of training 
which they might not feel worthwhile 
bothering with if the boys were just 
hired as Saturday extras. At the same 
time, the shoe departments are build- 
ing future full-time talent for when 
they have a vacancy in their regular 
staff. 

“We consider it mighty important 
to develop young but experienced men 
for extra work,” says buyer V. H. 
Caton of the main floor women’s shoe 
department. “Generally speaking, the 
experienced older men who are avail- 
able for extra work haven't the inter- 
est and enthusiasm of younger men. 
The older men consider this type of 
work as strictly temporary whereas 
the young men can see the future pos- 
sibilities in the shoe business if they 
learn it in conjunction with their 
regular school work.” 


Up to Date 


The front of A. S. Beck’s women’s 
shoe salon, 565 Fifth Avenue, New 
York City, is designed in the modern 
way with plenty of glass space and 
metal trimmings on the theme of pure 
simplicity. 

In the center of the doorway is a 
little glass showcase such as might 
be seen before a‘shoe store of fifty 
years ago—but designed in the mod- 
ern mode. It consists of a flat-topped 
glass circular case set on a pedestal. 
The case is about five feet across, the 
glass circular side is about one foot 
high and the two feet in diameter 
metal pedestal is two and a half feet 
high. At present the shopper can gaze 
through the top at a beautiful display 
of half a dozen pairs of A. S. Beck’s 
latest evening shoes. An old idea in 
display brought up to date. 


* ~ ~ 
Every Sale Final 


In her interesting book “A Women’s 
Place,” Mrs. Hortense Odlum, presi- 
dent of Bonwit Teller, comments on 
the returned goods problem and 
wishes that women would make up 
their minds more firmly before they 
buy. She says that it costs Bonwit 
Teller, a better grade New York de- 
partment store, “twenty cents to wrap 
a package, seventeen to deliver it; 
and the expense is virtually doubled 
with every return.” 

“Other stores may have lower costs, 
but packaging and delivery alone can 
put a dollar transaction in the red. 
With average operating expenses 16 
per cent ahead of 1927, new taxes and 
other increased costs, the relation of 
price unit to profit was never more 
pronounced or more important!” 

In other words it may be bad busi- 
ness to use high pressure salesman- 
ship on your regular customers if it 
is just going to result in a great in- 








crease in returned goods. It may be 
best to carefully pick your customers 
and sell them what they want and 
no more. Or, to put it in another way, 
séll regular merchandise, to regular 
people at regular prices. 

* * * 


For Rainy Days 


Davin’s Shoe Store on 125th Street, 
New York City, has a portable dis- 
play for rubbers that’s just the thing 
to bring out in front of the store on 
rainy days. 

It consists of a board, set vertical 
on the sidewalk and leaned on the 
corner of the window to one side of 
the entrance. The board is about 
eight feet high by one foot wide. 
Five oval holes are cut in the board 
and a different model rubber is hung 
by a wire in each. Price tags are 
tacked to the board over each rubber. 
The great advantage of this portable 
display is that it can be brought out 
in front of the store at the first sign 
of threatening weather, its shape 
makes it easy to carry and to store 
in the back room. 

* * * 


An Extra Window 


Window displays catch the shop 
per’s eye and bring him into the store. 
In modern stores there has also been 
a great increase in interior displays 
to brighten up the inside of the store. 
A display inside the store is also very 
useful to enable the customer to 
quickly point out the desired mode! 
shoe to the salesman. 

The W. L. Douglas Shoe Store 
1322 Broadway, New York City, has 
an attractive display placed just in 
side the entrance and backed against 
the center row of fitting chairs. It is 
about eight feet wide and six fee! 
high. The backboard is now bein: 
used for a winter promotion and the 
base consists of two platforms buil 
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BEST IDEA OF THE WEEK 
THE PERSONALITY FACTOR IN BUSINESS 
(Marott’s, Indianapolis, Indiana) 


O. P. Ideator—*“That was a wonderful full page ad 
you had in the /ndianapolis News. What prompted 
you to run it?” 


Mr. George J. Marott—“We run a home owned 
family shoe store and we like to show the public our 
service family. That’s the reason why we ran the pic- 
tures of 94 co-workers on one page.” 


O. P. Ideator—“It’s wonderful to see all those smil- 
ing faces grouped around the picture of Marott’s 
Seven Floor Shoe Shop for Men, Ladies, Boys and 
Girls.” 


Mr. Marott—“!'m proud of that store and every 
one in it and in the ad I tried to thank Indiana for 
our fifty-five years of growing success.” 


O. P. Ideator—“I notice that you say that it pays 
to buy shoes as a shoe store.” 


Mr. Marott—“Well, we have enjoyed considerable 
success in serving four generations—in meeting their 
shoe requirements in a manner that has merited con- 
tinued patronage. We have sold millions upon millions 
of pairs of shoes until now we have the second largest 


O. P. Ideator—*“1 see that you believe in nationally 
advertised brands.” 


Mr. Marott—“Today the nationally famous brands 
we offer exclusively in Indianapolis are worn by hun- 
dreds of thousands from coast to coast. It has en- 
abled us to do business in the manner we love most. 
To offer at all times shoes of national reputation at 
consistently reasonable prices. We believe that it is 
only at a shoe store that the public can secure the 
best in footwear at all times. It has not been neces- 
sary for us to meet competition in the all-too-popular 
manner of sales every other day or to resort to ‘wild- 
cat brands’ with no national standard of value and 
footballing them in price.” 


O. P. Ideator—*Your long and successful life in 
the shoe business must have given you many satis- 
factions.” 


Mr. Marott—‘“Yes indeed, fifty-five years of shoe 
experience exclusively in a home owned shoe store 
our money reinvested in Indianapolis—makes us grate- 
ful to a public whom we tell ‘Buy your shoes at a 


store in the nation.” shoe store’ it pays in many ways, think it over.” 














in step fashion, the first one foot off 
the floor and the second one foot 
above the first and both extending 
the full width of the display. The 
latest model shoes and accessories are 
attractively arranged thereon and with 
overhead lighting the display has all 
the effectiveness of one of the outside 
windows. 


We, THE MAROTT FAMILY SHOE STORE, Wish You "A HAPPY NEW YEARI" 
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Pay Up! 

One of our readers writes in to say 
that he has put several of our collec- 
tion letters to good advantage, so 
here is another to spring on your 
debtors: 

“We were planning on receiving 
your remittance in time to post it as 
a credit to your account before we 
closed our books for the month of 
' , but you disappointed us. 

“Please do not misunderstand our 
attitude, we are sure you are doing 
your very best in endeavoring to send 
us your check but, at the same time, 
it is disappointing to find it neces- 
sary to forward statements at the first 
of the month on accounts that carry 
the unusual dating of 

“We want to assure you that any 
effort you put forth in disposing of 
this charge will be greatly appre- 
ciated.” 





Many a customer would like to know 
the name of the salesman — here’s 
how! 
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RACTICALLY every line of women’s shoes at 

the National Shoe Fair displayed Elasticized 
footwear and the expanding use of Vamosized Shoe 
Materials was token of the premier place for this 
new principle of shoemaking. 










On every order you place for shoes, write: “Lin- 
ing must be stamped ‘Vamos’ Lastex.” 







Be sure your shoes are made under these patent 
protections: 


U. S. Patent No. 2,184,261 granted to Alfred 
Vamos and covering shoes made with elastic mate- 
rials in the instep. 


U. S. Patent No. 2,184,772 granted to Alfred 
Vamos and covering his method of making elasti- 
cized fabrics for shoes. 


U. S. Patent No. 2,184,082 granted to Edward F. 
Roberts and covering shoes made with elasticized 
materials so designed as to eliminate wrinkling in 
the fore part of the shoe. 















In addition to the above patents the Vamos idea 
is further protected by U. S. Patent No. 2,059,747 
previously granted to Edward F. Roberts and cov- 
ering elasticized shoes made with pleated leather 
or fabric. Other patent applications on both shoes 
and materials are pending. 










All the above patents, with the exception of 
No. 2,184,772, have been assigned to the United 
States Rubber Company. 







* 





All genuine VAMOSIZED shoes are easily identified by the words “Va mos" 
printed at frequent intervals on the lining. Ltt : 


ALFRED VAMOS 
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Made of VAMOS Elasticized Materials. 
*Made with “Lastex” yarn. 


HARPER’S BAZAAR said at the National Shoe Fair: 
“Keep plugging elasticized shoes. 

“ELASTICIZED treatments are tremendously important. 
quarters of gabardine in combination with patent in spring suit shoes. 
materials like faille, grosgrain and crushed leathers are also elasticized.” 


406 MARBRIDGE BLDG. 410 NORTH 23rd STREET 
47 WEST 34th STREET ST. LOUIS 
NEW YORK CITY, N. Y. MISSOURI 


You'll see elasticized 


Other 
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at the SHOE FAIR 


Shoe Son and Father 
Charles Brannock and 
Otis C. ~~ % of Syra- 


cuse, 


At Miller Party (below) HOST 
—George Miller, president of 
I Miller & Sons, Inc. GUESTS 
— Edward F. Roberts, of 
Adamson Brothers, New 
York, and Alfred Vamos, the 


inventor. 
Shoe Father and Son — Harry E. 


Fontius and Harry E. Fontius, Jr., of 
Denver, Colo. 


Smile of Style — Irving Grossman, 
sales manager of I. Miller & Sons, 


Inc., N. Y. 


Two of a Shoe Kind (left) 
—G. M. Groves and D. F. 
Groves of Chicago, Ill. 


At Commonwealth Party (above) 

GUESTS—Otis C. Brannock of Park- 

Brannock Co., Syracuse, N. Y. and 

George J. Marott of Marott’s, Indianap 

olis, Ind. HOST—Paui Jones, president 

of Commonwealth Shoe & Leather Com 
pany, Whitman, Mass. 
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The Julian & Kokenge Company is the owner of the tyademark 
“Skuffies” for women’s shoes, registration No. 33341. The 
trademark “Skuffies” has become very generally{hown as an 
identifying mark of this Company. 

Recently a number of retailers have advertised the names 
“Scuffies” and “Skuffies,” for various types of women’s bed- 
room slippers. These slippers were not manufactured, sold or 
sponsored by this Company and we have not consented to the 


use of trademarks so similar to our own. 


We regard the use of “Skuffies” or “Scuffies” for women’s 
footwear of any sort, not made by us, as a direct infringement 
of our registered trademark, and we shall take appropriate 
steps to bring about a discontinuance of the use of such marks 
whenever such use is brought to our attention. 


The Julian & Kokenge Company has always pursued a policy 
of respecting the trademarks of others and feels that its own 
well established trademarks are entitled to the same respect. 


We ask the cooperation of all retailers, who in this instance 
may have been ignorant of our trademark rights. 


THE JULIAN & KOKENGE COMPANY 
COLUMBUS, OHIO 
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AS an innovation in methods of selling men’s shoes, 
the new shop of Flagg Brothers which was opened a 
short time ago at 443 Fulton Street, Brooklyn, holds 
much of interest with respect to interior arrangement 
and selling technique. 

A recessed wall display at eye level extends around 
the entire shop. Here neon lighting brings the shoes 
and accessories into prominence with due color effect. 


It has generally been the custom to keep masculine foot- - 


wear carefully concealed in boxes which line the walls 
of the average shop from top to bottom. Men who enter 
this progressive store, however, immediately see shoes 
im various types and styles. As they sit awaiting the 
the services of a clerk, they must necessarily see this 
well-lighted display facing them. 

It is the opinion of J. B. Long, the manager who 
opened this new unit of Flagg Brothers, that this show- 
ing of merchandise is doing a great deal in making 
sales of both shoes and accessories. 

Color and drama characterize the display whether in 
the windows or inside the shop, imparting a strong 
vivid atmosphere calculated to please men. The pic- 
torial background of one window depicting a horse race 


LET THE CUSTOMER SEE YOUR SHOES 


[ nterior Merchandise Display Given Prominent Place in 
the Planning and Layout of New Brooklyn Men’s Store 
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Stock is displayed effec- 
tively in this inset shelf 
running completely 
around the room 

illuminated by hidden 
lights. Note the flag motifs 
which suggests the name 
of this store. 





with the winner at the wire, “ties in” with the slogan: 
“Flagg Shoes are always the favorite.”” The same virile 
quality marks the decoration of the interior. Dark wood 
plaques on which are mounted flags, national and 
foreign, add color to the wall space above the stock. 
The display stand not far from the entrance features 
sport hosiery in a whole gamut of color not likely to be 
lost on masculine shoppers. 

Comfort is the keynote of the low chairs cushioned 
in leather, with flexible metal backs, which are ranged 
on either side of the shop. In this instance, however, 
the ordinarily prosaic seat for fitting takes on color— 
due to what one first judges to be padded upholstery 
casually thrown over the metal back. But, no, there 
are pockets in these covers of green, red and brown. 

“What we ask,” instinctively drawing the seeming 
slip-over toward us, “may these be?” 

This query draws a broad smile from the manager. 
“That is just what customers ask,” says he. “Some- 
times they begin to examine the pockets and see that it 
is for shoes. Sometimes they pull it down from the 
back.” 

[TURN TO PAGE 39, PLEASE] 
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1940 Promotion Parade 
[CONTINUED FROM PAGE 15] 


A cooperative program arouses mass 
interest. From then on it is up to the 
, individual store to use all ethical means 
to profit through attracting the public’s 
attention to itself. 

Stores that FIT FEET must take 
their places in the front ranks of the 
great NATIONAL FOOT HEALTH 
PARADE. They cannot afford to let 
that leadership pass to outsiders, no 
matter how splendidly they are helping 
to further the good cause of foot health. 
Unless they are actively and impor- 
tantly identified with the promotion, the 
public may gain a wrong impression— 
and the careless store will lose thereby. 

To the many others in the industry 
who are interested in the success of 
foot health promotions, because of their 
production or selling of shoes to meet 
the needs of the stores, we suggest co- 
operation. Encourage your customers 
to participate. Offer them whatever 
helps you can, either in materials or 
suggestions for their promotions. 

National Foot Health Week is an 
ESTABLISHED EVENT. Today the 
public is more interested than ever in 
the things it typifies and teaches. To 
be actively identified with Foot Health 
Week in your own locality is GOOD 
BUSINESS if you qualify as a store 
that does a fitting job, because it is 
your means of meeting constructively 
the questions raised by the consumer, 
and the groups that are asking “How” 
and “Why” and “Where” about many 
things, including shoes. 

April 15 to 20 is the date. 

NOW is the time to get busy with 
your plans and preparations for a suc- 
cessful National Foot Health Week. 


Look to Your Backs 
[CONTINUED FROM PAGE 21] 


area has been used for a variety of 
trimming treatments. It has been 
broken up into layers of contrasting 
color and surface. It has been cut 
through in openings of different shapes 
and sizes. It has been made more grace- 
ful and flexible in such treatments as 
the ski-heel shown here. 

Other novelty heels include such types 
as the “rocker”’—illustrated—the Dutch 
Boy, the keg and the “Pyramid.” 


Ideal Customer 


Rocuester, N. Y.—Karl Kabelac, 
shoe retailer of 107 Conkey Avenue, 
claims to have the ideal customer for 
the entire country—who never even 
Visits his store. He is Edward Muhs, 
himself a business man of the vicinity, 
Whose habit of years prevents him from 
entering a shoe store. 

For a quarter of a century Mr. Muhs 
when he needed a pair of new shoes 
merely has called his favorite store 
om the telephone and said: “Same size.” 


& 


i 
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SHOE FORM CO. Inc. 


SHOE FORM CO., INC., AUBURN, N. Y. DEPT. BS-1 





VAG 


V 


PROVE THEIR VERSATILITY 


Whether it’s Rubbers, Overshoes, Spats, Brogans, Boudoir 
Footwear—or even the daintiest Evening Slippers—you 
can display them to best advantage and with the strongest 
sales appeal, with Fairy SHOE Forms. 

These lightweight, resilient, washable forms have an ex- 
clusive ability to bring out every sales feature of footwear 
—and with greatest force. They emphasize the fit, the 
style, the colors and the quality in a way that no other 
form can. 

There are many styles and colors of Fairy SHOE Forms. 
You should have a variety on hand to meet every display 
need. Because of their versatility you can use them day 
after day. No matter what you wish to display, Fairy 
Forms will do it best. The wide range of colors permits 
striking effects in harmonizing or contrasting effects. 


You should know the complete line of Fairy Forms. 
Mail the coupon below for latest catalog. 


Please send complete Fairy Form Catalog. 


Name 
Firm 
Street 
City 





AUBURN, N. Y. 
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Two New Regional Association Presidents 





HOWARD E. SANDUM 
Mr. Sandum, who hails from Devil's 





elected at Fort W orth. 





Hide Futures Off in Heavy Trading 





Disappointment of Some at Failure of Spring Shoe Buying 
to Measure Up te Expectations, Plus Other 
Influences, Explain Decline 


New York—Hide futures dropped 
% cent per lb. (50 to 56 points) last 
week on the New York Commodity Ex- 
change in a heavy volume of trading. 
Sales totaled 1,186 contracts or 47,- 
440,000 Ibs. compared with 716 con- 
tracts or 28,640,000 lbs. the previous 
week. 


The decline was attributed to dis- 
appointment at the volume of business 
at the National Shoe Fair, failure of 
French and British Buying Commis- 
sions to place large orders for leather, 
low quality of current hides and a 
secondary reaction in the stock market 
and in nearly all other commodities. 
The Dow-Jones index of commodity 
futures declined to 60.80 from 63.07. 

Considerable short selling was re- 
portedly based on these factors. The 
short interest in hides on the week in- 
creased 173 contracts to 2,606 con- 
tracts. This occurred despite a decline 
in the short position in the March de- 
livery. Some of the short selling was 
believed to be further inventory hedg- 
ing. 

This selling uncovered some stop loss 
orders by speculative interests, already 
weakened by the 33 to 35 point decline 
the previous week. 

The offerings were absorbed, as 
prices declined, by dealers. As the ex- 


change prices dropped, the dealers 
found it profitable to cover their short 
position in futures by purchases of the 
exchange and to offer actual hides in 
the outside market below packers’ 
prices. Dealers reportedly moved 
about 75,000 pieces of summer quality 
at the same price as packers asked for 
winter hides. As in the past whenever 
the futures market declines greater 
than the spot market, dealers offered 
sizeable quantities of resale hides. 


Chicago Spot Market 

Accordingly, packer sales in the 
Chicago spot market were negligible. 
Packers, however, heretofore have 
been in a well sold-up position and 
generally were not inclined to shade 
prices. On the basis of a few sales, 
light native cowhides were quoted at 
14% cents per Ib., off % from the pre- 
vious week. 


South American Market 


The South American market was 
slightly easier, with American and 


English tanners buying frigorifico 
steerhides at 15% cents per lb., which 
compares with previous trading in 
heavy standard frigorifico steers at 
15% cents. Buenos Aires packers re- 
ported by cable few stocks on hand 
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with England an active purchaser 
throughout the week. 


Export Business 

Figures this week by the Depart- 
ment of Commerce failed to sub- 
stantiate the much-heralded export 
business, except in men’s shoes. Shoe 
exports from the United States during 
November totaled 478,000 pairs, com- 
pared with 226,000 shipped in October, 
and 202,000 shipped in November, 1938. 
The increase was accounted for by 
shipments of 274,000 men’s shoes in 
November to Rumania. Strangely 
enough, the shoes were said to be not 
army shoes, but for civilian wear. 

Shoe exports by the United States 
during 1939 increased over 1938, whil« 
shoe imports decreased. Exports for 
the first 11 months of 1939 were 700,- 
000 pairs greater than the correspond 
ing period of 1938 to total 2,872,00( 
pairs. Imports of shoes were one mil 
lion pairs less during the first 11 
months of 1939 than in the 11 months 
of 1938. The total imports for th 
1989 11-month period were 4,734,00( 


pairs. 
Trade Treaty Effects 

The U. S. reciprocal trade agree 
ment with Canada, effective the firs 
of 1939, resulted in a sharp increas: 
in patent leather imports into th 
United States from the North. Patent 
leather imports, largely for women’ 
shoes, during the eleven months of 
1938 were the equivalent of 2,000 sides. 
In the corresponding period of 1939 
our patent leather imports jumped to 
107,000 sides, all from Canada, the 
commerce department figures revealed 

The United States tariff on foreign 
hides is 10 per cent. Canadian tanners 
pay no duty on imported hides. The 
reciprocal agreement cut the American 
tariff on Canada’s leathers from 15 
per cent to 7% per cent. Consequently, 
Canadian tanners have been buying 
duty-free hides and selling patent 
leather to this country, leather traders 
here said. 

Foreign trade affecting the shoe in- 
dustry showed little change from pre- 
vious months in sole and upper leather, 
but some hide brokers said they an- 
ticipated sizeable French and British 
orders would eventually be placed. 


Domestic Markets 

Domestic leather markets were quiet, 
with tanners fairly busy on old orders, 
but new bookings comparatively slow. 
In the side upper market, the demand 
was for leather suitable for play shoes, 
particularly white smooth and elk for 
white models and colored types for 
unlined or woven shoes. 

Prices on basic grades of upper and 
sole leather were unchanged. Women’s 
weight black side leather, average of 
B and C grades, was 41 cents per 
square foot; men’s weight sold at 44 
cents. In sole, light cow crops were 36 
cents per Ib. at Boston tanneries. 
Tanners said that much depended on 
the size of orders following the Bo:ton 
shoe show. 
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one DRESSYs PORT . 


Tpallrred the Ths Laplhd > a 


This excellent blucher pattern derives its custom 
appeal from DRESSYSPORT, ANTIQUED fo take 


full style advantage of its heavy pinking, per- 
forations and stitching. 
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hat finer example of pair perfection than 
that reflected in Fashion’s mirror? 
It is not an optical illusion — but the reality of Matched Pairs 
by Celastic. e Of great importance in the new shoes of the New 
Year are the wall last effects — which can be best presented BOx TOE 
by Celastic. The line of beauty is set by the box toe. 


THE QUALITY 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
! 
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Paris Confirms Kidskin 
t 1940 


Ascot of Paris designed 
this open toe sandal of 
Hunting Red kidskin, com- 
bined with Blue Sea and 
Bali Coral kidskin. 


Even a state of war has not dulled the designing minds of 
Paris, who under the sponsorship of the French Government, 
continue to produce gay and vivid ideas for the peace-loving 
countries of the world. This casual, thick-soled sandal, with its 
interesting color combination, is in harmony with the ideas 
developed by American designers and accepted at Southern 
resorts this year. It is an idea particularly well adapted to 
Standard's glazed kid, and it could also be used with Vode 
Doeskin in matching or harmonizing tones. 


STANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 





[38] 
$1700 in Cash Prizes for the Best Letters 
of 150 Words or Less 


“WHY I LIKE TO SELL KIDSKIN SHOES” 


(Open to anyone who sells shoes at retail) 
46 CASH PRIZES IN ALL 
THREE NATIONAL GRAND PRIZES 


$500—FIRST GRAND PRIZE 
$250—SECOND GRAND PRIZE 
$100—THIRD GRAND PRIZE 


FORTY REGIONAL PRIZES 




















NEW ENGLAND STATES MIDDLE ATLANTIC STATES 
Maine — Mass. $50.00 — First Prize N. — D.C. $50.00 — First Prize 
N. H. — R. L. $25.00— Second Prize N. i — Md. $25.00—Second Prize 
Vt. — Conn. $10.00 —Third Prize Pa. — W. Va. $10.00—Third Prize 

5 Prizes of $5 each Del. 5 Prizes of $5 each 

MIDDLE WEST STATES FAR WEST STATES 
Ohio — Iowa $50.00—First Prize Mont. — Utah $50.00 —First Prize 
Ind. — Mo. $25.00—Second Prize Idaho — Nev. $2500—Second Prize 
Ill. — N. D. $10.00—Third Prize Wyo. — Wash. $10.00 — Third Prize 
Mich. — S. D. 5 Prizes of $5 each Colo. — Ore. 5 Prizes of $5 each 
Wise. — Nebr. N. Mex.—Calif. 

Minn. — Kans. Ariz. 








SOUTHERN STATES 


— Ark. $50.00— First Prize 
— La. $25.00—Second Prize 
— Okla. $10.00 — Third Prize 

— Texas 5 Prizes of $5 each 
— Ky. 
— Ala 





FyPPaze 





THREE SPECIAL STORE PRIZES 
Prizes of $100 each, to be used for Shoe Display Fixtures, will be awarded 
to the three stores whose employees win any one of the three grand prizes. 





RULES OF THE CONTEST 
to anyone who sells shoes at retail. 
January 2nd, 1940—closes midnight April 15th, 1940. 
person may submit as many letters as he wishes. 
to be prominent men in the shoe industry. 


fy 


Se SAA Sere 
i 
5 
z 
3 
= 


—_ 
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C. E. Nelson, Kidskin Group, 400 Madison Ave. New York, N. Y. 











—Tear off, fill in and send in with your letter— 
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Spring Stocking Colors 
[CONTINUED FROM PAGE 20] 
Venture. For yellows and greens: Sun- 
ny. For Turftan: Racer. Three gra) 

shades included. 

Propper McCallum — Merry-gv- 
Round Colors. For beige shoes: Ho).- 
by. For Turftan shoes: Clipper Ta 
Note: New “costume color” “Neon,” 
“a heavenly blue plaited over brilliant 
red,” as opalescent as its namesake the 
“tropical fish.” 

Roman Stripe—American Bouquet 
Colors. For beige: Cactus, new neu- 
tral beige. For resort and all Summer 
months with green and yellow: Gol.- 
enrod. For lighter blues, aqua and 
coral: Arbutus. 

Vanity Fair: Canyon Colors, key:d 
to the travel-in-America theme and tiie 
exciting colors in the Grand Canyon. 
For red: Sandstone. For beige: Mir- 
age. For gold, yellow, blue and gree:: 
Yellowstone. Note: Desert scene used 
in traveling window display availa}le 
for dealers. 

Van Raalte: For all gay colors: 
Floritone. For black, brown, dark 
prints, deep dusty pastels: Sun Gold. 
For orangy reds, and all colors taking 
a softened copper color stocking: Rose- 
glow. 

Special group includes Archer, Gen- 
eral, Larkwood, Munsingwear, Rollins 
and Shaleen (a new mill). 

Archer—For beige: Sandy. For red 
—Rosetime. 

General: For beige: Honey. [or 
Turftan: Turftan. For red: Favour. 

Larkwood—Colonial Colors. For 
beige: Minuet. For red: Victoria. For 
blues: Morning Glory, a subtle blue 
shade. 

Munsingwear: For Turftan: Flirt 

Rollins. For red: Bubble. 

Shaleen: For Turftan: Rebel. For 
red: Carmen. 

With soaring prices in silk, many 
mills have been obliged to put in new 
constructions using rayon, bemberg, 
etc., and lisle in tops to maintain the 
lower price levels. Some lines have 
maintained their former quality and 
raised all prices. 


The Editor’s Outlook 
[CONTINUED FROM PAGE 22] 


fired in consequence. He just couldn't 
stomach the idea one price to hard 
customers and kite-ing the prices to 
soft customers. 

Well, that young man never forgot 
his boyhood experience and today his 
business has a standard of practice 
based on the right price for the right 
merchandise; and the business is 50 
simple and so true that it stands 4 
great success — because he always 
remembered that right is right and 
wrong is wrong. 

All retailing has learned that you 
can’t have different prices to different 
customers for the same article, in the 
same store, at the same time. Fut it 
has yet to learn that there are many 
priees “wholesale.” 
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Early Shoes Show 


Season’s Trends 
[CONTINUED FROM PAGE 17] 


In common with the rest of the coun- 
try, all stores are selling a volume of 
black patent together with the com- 
bination of patent and gabardine and 
all gabardine. Conversations with the 
Broadway Department Store and John 
Baker of the C. H. Baker stores, are 
indicative of the general local trend. 
After black, comes the blue interest as 
usual in Southern California. Alliga- 
tors, black with gabardine and a But- 
terscotech shade in an oxford are arous- 
ing customer interest, as are the gray 
svedes and the alligator calfs. 

Every one of the new shoes this 
Spring has open toes and quite a few 
have open heels. Heels are apparently 
back to normal, with the 16/8 to 18/8 
heights accounting for the volume, and 
some Boulevards and some 20/8s. Stores 
operating in the $5.00 to $8.50 field are 
finding the more conservative patterns 
and colors their sales producing fac- 
tors. This, of course, is aside from the 
considerable volume experienced in the 
play shoe departments. 

In the top grade stores, open toes 
and heels are very strong in pumps and 
sandals. This is true along Hollywood 
Boulevard and true out in the Wilshire 
district. Ed Goodman’s remark that 
“All publicity against open heels and 
toes strengthened the fashion public’s 
acceptance for them,” reflects the senti- 
ments of many buyers operating in the 
fine fashion grades. 

Copperskin suedes are being shown 
in several shops. A windowful of them 
in the Bullock store shows this ma- 
terial developed in five different shoes, 
all hotter than firecrackers. 


Let the Customers 
See Your Shoes 


[CONTINUED FROM PAGE 32] 


Mr. Long then explained that plac- 
ing wall pockets for shoes on the chairs 
was proving a most effective means of 
selling an accessory without the sales- 
man’s suggestion. And that is an im- 
portant point, for he says that it is 
dangerous to oversell through sugges- 
tion when a man is buying shoes. 
Drawing attention occasionally to an 
accessory is all right, but the average 
customer who has come in to buy shoes 
does not like to have niany other arti- 
tles forced on his attention. The wall 
pockets draped over the chair backs, 
however, draw an inquiry from him, 
with the result that in many cases they 
sell themselves. 


E-J Workers Hail 
Open Shop 


[CONTINUED FROM PAGE 24] 


“They could not shake the loyalty 
and faith of the workers in George F.,” 
he said. “They showed the whole world 
and the whole world had its eyes on 


AND STEP UP 
YOUR SALES 





business. 
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@ The lovely styles of "MODERN MISS” shoes 
displayed in your windows will bring cus- 

5 tomers into your store. 

’ @ This twin line of “Dress” LITTLEWAYS and 
“Sport” WELTS ($4 and $5 retailers), will 
create profitable sales. 

@ The all around satisfaction "MODERN MISS” 
shoes give, will assure continued repeat 


Just three of many reasons why you should 
Step Out With “Modern Miss”! 
% “MODERN MISS” Littleways and “MODERN 


MISS” Welts are designed’ by individual 
stylists and produced in separate factories. 


HUTH & JAMES SHOE CO. 


MILWAUKEE, WISCONSIN 


the Unkle 


o> 





Endicott-Johnson. They stood the test 
—thank God. I wish you could have 
seen George F.’s face when he got the 
news. I believe it took two weeks off 
his illness. He’s coming along fine and 
will be with us for a long time yet, I 
am sure.” 

George Johnson, the president, spoke 
in a similar vein, recalling the long 
efforts of both the A. F. of L. and 
C.1.0. to unionize the shoe workers. 

“After two years of constant agita- 
tion,” he said, “the Endicott-Johnson 
corporation workers by their vote yes- 
terday expressed their desire to join no 
union by a five to one majority In so 


voting, they have said it all and 
there’s nothing the management can 
add.” 

A news dispatch from St. Louis states 
that employees of the sole leather de- 
partment of the Brown Shoe Company, 
in an election conducted under the di- 
rection of the National Labor Relations 
Board, voted 287 to 215 against having 
CIO United Shoe Workers Local 56A 
represent them as a bargaining agency. 
No other union was involved in this 
election and the workers were asked 
only whether they wished to be repre- 
sented by Local 56A in collective bar- 
gaining with the company. 
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THIS WEEK IN THE 





SHOE TRADE 


Saturday, January 20, 1940 


National News 





Buying Light at Boston Shoe Show 





Attendance Small on Opening Day and Orders Booked Reflect 
Only a Fraction of Increased Manufacturing Costs 


Boston, Mass.—The annual Boston 
Shoe Show, which opened its three-day 
session at the Hotel Statler on Mon- 
day, January 15, had failed to produce 
any considerable volume of buying at 
the end of the first day, and the num- 
ber of buyers in attendance was small. 
Corridors and sample rooms were 
comparatively empty on the first day, 
save for manufacturers’ representa- 
tives. 

In the Statler hotel were approxi- 
mately 135 exhibitors—shoe manu- 
facturers and materials houses. Staging 
a private show of their own in the 
Parker House were about 100 firms 
making higher grade footwear, but 
buying was no better in the higher- 
priced lines than in the volume grades 
which constituted a majority of those 
making their headquarters in the 
Statler, the official show hotel. Despite 
this rather inauspicious beginning, 
however, it was expected that the 
number of buyers would increase dur- 
ing the second and third days; and 
that some buying would result provided 
buyer and seller could manage to get 
together on prices. 

One manufacturer summed it up by 
Saying that he had been able thus far 
to get small increases on some of his 
shoes and that he was absorbing the 
Test of the increased cost himself. He 
Was convinced that there must be a 
showdown some time soon on the price 
Question. He predicted that, with 
materials costs rising rather than fall- 
ing, this showdown would come within 
60 days, and the result would be that 
fetail buyers would be forced to pay 
More for their shoes than they would 
today, even with the increases already 
in effect. 

Another manufacturer, making shoes 
to retail for $8.75 and up, said that he 
had been able to book business at an 


b de 
> 





Dates to Remember 


26th Annual Convention Middle At- 
lantic Shoe Retailers Association. 
Benjamin Franklin Hotel, Philadel- 
RS wnwcwn January 21, 22, 23, 1940 
Shoe Style Show, Buffalo Shoe Trav- 
elers Association, Buffalo, N. Y. 
January 28, 29, 1940 
Mid-Continent Shoe Show, Hotel 
Mayo, Tulsa, Okla. 
February 11, 12, 13, 1940 
Official Opening of American Leathers 
and Style Conference for Fall, 1940, 
Waldorf-Astoria Hotel, New York. 
April 1, 2, 1940 
Annual Convention Pacific North- 
west Retail Shoe Dealers Associa- 
tion, Spokane, Wash. 
June 2, 3, 4, 5, 1940 
Fifth Annual Midwest Shoe Fair. 
Netherland Plaza Hotel, Cincinnati, 
June 9, 10, 11, 1940 
Annual Convention California Shoe 
Retailers Association, St. Francis 
Hotel, San Francisco, Calif. 
June 9, 10, 11, 12, 1940 
Annual Convention Wisconsin Shoe 
Retailers Association, Plankinton 
Hotel, Milwaukee, Wis. 
June 16, 17, 18, 1940 





average price increase of fifteen cents 
per pair, which increase, he pointed 
out, was only a fraction of the actual 
increase in costs with which he found 
himself faced. 

Styles in women’s street footwear 
were conservative—blacks, browns and 
a few lighter colors such as beige, be 
ing most prominent in the picture. It 
was in the sport and play shoe types 
that the designer obviously had lost 
his inhibitions and had really let him- 
self go. These shoes, on which good 

[TURN TO PAGE 42, PLEASE] 


Transferred to Brown 
Midwest Territory 


MILWAUKEE, Wis.—A. J. Begeman, 
who has been with the Brown Shoe 
Company of St. Louis in the northwest 
territory with their line of women’s 


A. J. BEGEMAN 


and children’s shoes, has recently been 
transferred to the Milwaukee territory 
and will make his headquarters in that 
city. 

Before going to the northwest terri- 
tory where he covered Montana and 
Wyoming, Mr. Begeman covered the 
state of South Dakota where he 
traveled for 12 years. Before joining 
the Brown Shoe Co. he was connected 
with Dunn & McCarthy, Inc., and the 
International Shoe Company. 

In Milwaukee, Mr. Begeman will 
make his headquarters at the Miller 
hotel. 
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Paramount Men Convene in St. Louis 


St. Louis, Mo.—The Paramount Shoe Mfg. wen om held its annual sales meet- 

ing here, recently, the meeting also commemorating the company’s tenth anni- 

versary. The entire sales staff was present with Ben Warshauer, retailer from 
the Pacific Coast, as guest of honor. 

Morris Kalmon, sales manager of the company, presented C. E. Carpenter, north- 

western representative, and Lou Haiman, central eastern representative, with gifts 


for outstanding work during the year. Mr. Carpenter was 


with a dia- 


presented 
mord and platinum wrist watch for the greatest increase and Mr. Haiman with a 


diamond slant ring for the preate 


number of new accounts. Sam Wolf, 
company’s progress during its ten years and 


president resume 
the bright Sutlook for 1940, remarking on the fact that the sales staff is made 
up of the same men since the company was organized. 
in aeons. were: Abe Plotkin, eastern representative; Emmett Top- 
Lou Haiman, central eastern; Jack Cohn, north central; W. 
Stewart, southwestern; Joe Russell, midwestern; A. C. Pett, northern; €. E. 
Carpenter, northwestern, and Arthur McDonald, Pacific Coast. 





Buying Light at Boston 
Shoe Show 
[CONTINUED FROM PAGE 41] 


business has been booked for some 
time, displayed an almost bewildering 
variety of color, pattern and material. 

Wedge types were seen in almost 
every novelty line from the highest to 
the lowest grades, some of them carry- 
ing two-inch heels and lightened by 
having in them a rectangular hole 
through which a sash or other instep 
fastening can be passed. These are 
known as scarf shoes. The sweater 
shoe, another novelty, is of suede 
leather combined with ornamentation 
of wool yarn in bright colors. Printed 
fabrics have been freely used in a wide 
variety of high and pastel shades. In 
patterns there is the familiar tie type, 
which. heads the list, followed by 
straps, gores and pumps, though not 
necessarily in that order. 

High grade manufacturers are de- 
pending less on pattern and more on 
details such as stitching which is ex- 
pensive and cannot be so easily dupli- 
cated in the volume grades. Vamps 
literally covered with parallel con- 
trasting stitching, or with stitching 
which imparts a checkerboard design 
were seen in many lines at the Parker 
House. The open toe is universal. 

Manufacturers are almost unani- 
mously of the opinion that the coming 
Spring and Summer season will see a 
big increase over last year. 


Boy Scout Room 
Attracts Fair Visitors 


St. Louis, Mo.— Officials of the 
Brown Shoe Company have received 
many favorable comments on _ the 
Buster Brown Boy Scout shoe room, 
which formed one of the highlights 
among the many exhibits at the recent 
National Shoe Fair in Chicago. In 
addition to an elaborate display of the 
shoes and the parts that go into them, 
three Boy Scouts were constantly in 
attendance to explain in detail the con- 
struction of the Buster Brown Official 
Boy Scout shoe. 

After explaining the high quality of 
materials and workmanship which 
characterize these shoes, the boys told 
Shoe Fair visitors about their various 
details, such as upper leather used, 
linings, insoles and outsoles, lasts, 
counters, etc. Then a description was 
given of the manner in which the shoes 
are put together in the factory, in 
other words a narrative of each succes- 
sive step in the more important shoe- 
making operations. 

The evident familiarity of these boys 
with the intricate processes of shoe 
manufacturing made such a strong 
impression on visitors at the exhibit 
that practically all of them remained 
to hear the entire recitation from start 
to finish and were captivated by the 
clever manner in which the Scouts told 
their story. 


J. O. Steele Named 
Pizitz Shoe Buyer 


BIRMINGHAM, ALA.—J. O. Steele, 
widely known in the shoe field, has 
joined Pizitz Dry Goods Co., Birming- 
ham, as women’s and children’s shoe 
buyer succeeding Fred Bauchwitz who 
has returned to the Pacific Coast. Mr. 
Steele’s last connection was with H. C. 
Godman in Columbus, Ohio. Prior to 
that he was with Hamilton-Brown Shoe 
Company of St. Louis. He was for a 
number of years in the shoe business 
in Atlanta. 


Banquet Closes Successful 
Michigan Show 

Detroit, MicH.—Michigan’s annua 
Shoe Fair closed with a big banquet 
on Tuesday night, January 9, attended 
by practically all retailers and travel 
ers present, with their ladies. Event 
was strictly “entertainment” and long 
speeches were ruled out. 

Bob Hall, now of radio fame wit! 
Pfeiffer’s Beer, was the hit of th 
“intimate” entertainment program 
with a long song almost extemporise: 
about’ numerous leading personalities 
of Michigan shoedom. Hall used to bx 
a shoe traveler in this territory, and 
he worked up the personality skit 
with the aid of W. H. Magee of Crow 
ley Milner and Company. 

Highlight of the show was the ap 
pearance of Ethel Shutta, who sang 
some numbers. 

Herman Meyer acted as toastmaster, 
briefly introducing Magee, C. E. Arm 
bruster, and Clyde K. Taylor. Taylo: 
then took over the mike, introducing 
R. J. Schmidt, Bruce Dickman, Nathan 
Hack, and Robert Murray, the officers 
and committee heads of the travelers 
and retail associations. Taylor and 
Buy Dixon were about the first to 
volunteer when a jitterbug contest was 
staged to close the evening’s bill, and 
Taylor was heard to remark, “We 
shoemen ought to sponsor that kind of 
dancing—it’ll sell more shoes.” 


Historic Building Razed 
For New Store 


RocHESTEeR, N. Y.—Razing the his- 
toric United Building at Main Street 
East and North Water Street to make 
way for the new home of the A. S 
Beck Company’s retail store is finally 
under way. 

Although the tentative date for « 
pleting the structure and equip 
and opening the new store has 
set for February 15, it may no! 
possible to adhere strictly to 
schedule. 

The Dorothy May shoe store, v 
had a store in the United Bui 
and has been conducting a sale 
moved to temporary quarters é 
store at 68 Main Street, East, ari is 
continuing the sale which was 
tuted when it learned the buildin; 
to be torn down. 
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International Reports 
Gain for Year 


St. Louis, Mo.—With net sales to 
customers of $89,325,446 in the fiscal 
year ended November 30, as against 
$30,828,631 in the preceding year, In- 
ternational Shoe Company in its audited 
statement reports net profit after all 
charges and taxes of $6,588,209, equal 
to $1.97 per share, as against $4,268,- 
286, equal to $1.27 per share. 

Output in pairs exclusive of canvas 
rubber-soled shoes was 49,267,631 as 
against 39,137,274. The greater gain in 
pairs than in dollars is due to the fact 
prices generally were lower than 
throughout 1938, and also to an excep- 
tionally large increase in sale of chil- 
dren’s shoes. 

“For some time, the demand for 
company’s children’s shoes has ex- 
ceeded its manufacturing capacity,” it 
was stated by Byron A. Gray, presi- 
dent. “Arrangements were made dur- 
ing the year for an additional factory 
at Perryville, Mo., and a new and 
larger building for the Fulton, Mo., 
factory. Additional production will be 
available in this year.” 

Balance sheet discloses the usual 
strong position with cash of $22,318,- 
772, as of November 30. Receivable 
amount to $16,154,959 as against $14,- 
643,514 a year previously; manufac- 
tured merchandise, $8,718,996 as 
against $7,345,692; raw material, mer- 
chandise in process, etc., $17,218,270 
as against $15,791,258. 

The company has set up a contin- 
gency reserve of $550,000 against pos- 
sible decline in market of raw mate- 
rials. 


Shoe Guild Disbands 


New YorK—At a meeting of mem- 
bers of the Shoe Fashion Guild of 
America, Inc., at Hotel McAlpin last 
Tuesday evening, decision was reached 
to disband the organization and discon- 
tinue its operations at the end of this 
month. This action was foreshadowed 
by recurrent rumors in the trade. 

No official statement was forthcom- 
ing as to the reasons for the move, but 
it is generally understood that attempts 
to elicit the co-operation of the retail 
trade in the Guild’s efforts to control 
style piracy, while successful at the be- 
ginning, have been less so in recent sea- 
sons. Present conditions in the indus- 
try were not regarded as conducive to 
satisfactory accomplishment in this di- 
rection. 


Correction 


In a recent issue of Boot AND SHOE 
an error was made in the 
advertisement of The A. S. Kreider 
Co., manufacturers of infants’ shoes 
in quoting the retail price range of 
their line. The corrected line should 
tread: “Retail $1.29 to $1.69.” 


4 
xz 
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N.E.S.L.A. Annual 
Meeting Jan. 24 


Boston, Mass.— The Seventy-First 
Annual Meeting of the New England 
Shoe and Leather Association will be 
held following a dinner at the Copley 
Plaza Hotel, State Suite, Boston, on 
Wednesday evening, January 24, at 
6 p. m. The election of officers and 
directors for 1940 will take place, and 
reports of the president, treasurer and 
secretary will be presented covering the 
activities of the association in the past 
year. 

This dinner-meeting will be open 
only to executives of member compa- 
nies of the association. No outside 
speakers have been scheduled to ad- 
dress this meeting. Each member com- 
pany will be given gratis one ticket, 
and additional tickets for the use of 
other officers of a member firm may be 
secured from the secretary at a fee of 
$2.50, the cost of the dinner. 


Bluhm with Bates Shoe 
In Chicago 

Cuicaco, ILL.—Otto H. Bluhm has 
recently joined the sales staff of the 
Bates Shoe Company of Webster, Mass. 
He will cover the trade on the north 
side of Chicago as well as towns 
throughout Illinois. 

Mr. Bluhm is a member of the 
Chicago Shoe Travelers Association 
and exhibits his line at the monthly 
showings of the association at the 
Morrison hotel. 


Associated Shoe 
Merchants Meet 


New York—The annual meeting of 
the Associated Shoe Merchants was 
held at their offices in the Marbridge 
Building on Wednesday, January 10. 

The following officers were elected: 

President, I. J. Weiss, Favorite 
Shoes, Greenwich, Conn., and Port- 
chester, N. Y.; vice-president, Harry 
Uchin, the Boston Store, New Bruns- 
wick, N. J.; secretary, Harold Blumen- 
thal, Hempstead and Freeport, Long 
Island; treasurer, Max Bodner, Stench- 
ever’s, Inc., Paterson, Passaic and 
Hackensack, N. J., and manager of 
office, Max Stein. 

The meeting was attended by all 
members, and new plans were decided 
on for the coming year which are far 
more progressive than those of the past. 

The majority of the members will be 
leaving shortly for southern trips. 


Shoe Men Named to Air Club 


New York—Announcement kas been 
made by W. A. Patterson, president of 
United Air Lines, of the election of 
two men prominently identified with 
the shoe industry to the 100,000 Mile 
Club. 

They are Benjamin Daniels, vice- 
president of the A. S. Beck Shoe Cor- 
poration, New York City, and William 
Levitt of the Berland Shoe Company 
in St. Louis. 

The 100,000 Mile Club is an exclu- 
sive organization composed of persons 
who have flown 100,000 miles or more 
by commercial airliners. 





Kidskin Guild Stages Smart Style Show 





Six smart models on parade at the style show presented each afternoon by the 


Kidskin Guild during the recent National Shoe Fair at Chicago. 


The significance 


of kidskin in the Spring, 1940, fashion picture was the theme, with special em- 


phasis on color 


nation and the suitability of kidskin to the current trends 
toward smooth leathers and feminine treatments in shoes. 


Mrs. Ruth Rusling 


was the commentator and the Guild’s permanent exhibit at the Fair served as a 
background for the show. 
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Retailers Seek Adjustments 


To Meet Rising Costs 


RocHEesTerR, N. Y.— What adjust- 
ments must be made by retailers to 
meet the increased wholesale price of 
rubber footwear? 

Members of the Rochester Retail 
Shoe Dealers Association will seek an 
answer to that question at a meeting 
which William Pidgeon, president, has 
called—to be held at Hotel Seneca, 
Monday evening, January 22. 

The wholesale price change came 
shortly after the first of the year—the 
first time in a long while that it came 
mid-season. 

Women’s petite rubbers, which had 
been sold wholesale at 68 cents and 
retailed at $1.15, were raised to 75 
cents. 

The suggested new retail price is 
$1.25. 

Women’s light weight rubbers, which 
wholesaled for 82 cents, and retailed 
for $1.25 has been raised to 90 cents, 
with $1.35 suggested as the new retail 
price. Some think it should be $1.50. 

Men’s rubbers, which were formerly 
sold at wholesale for 88 cents and sold 
over the counter for $1.50 a pair are 
now being offered for $1 a pair, with 
$1.65 suggested as the retail price. 

Men’s light rubbers have been raised 
from $1 to $1.10 a pair, and it is pro- 

to raise the retail price from 
$1.50 to $1.75. 

The necessity for increasing the 
wholesale price is not questioned in 
view of the difficulties in transporta- 
tion and production which the war has 
occasioned. Nevertheless, problems 
have been created which must be 
worked out. 

Not merely with these first grades 
of rubbers. But the prices of other 
grades of rubbers in chain stores run 
all of the way from 50 cents a pair up, 
and it is hoped to work out some for- 
mula just to all with reasonable profit. 


Ed Allen to Cover 
Alabama Territory 


MonTGoMERy, ALA.—Appointment of 
Ed. Allen, veteran traveling shoe 
salesman of this city, to the post of 
North and West Alabama representa- 
tive has been announced by R. W. 
Williams, district manager of Stephen- 
+ a Shoe Company of Richmond, 
a. 

Mr. Allen, a former salesman for 
Peters Shoe Company, has been off the 
road three years because of ill health. 


Adds New Play Shoe Line 


Hottywoop, CaLir.—A new line of 
play shoes has been added to the line 
of children’s welts manufactured by 
the Jansen Shoe Co. The line is called 

Scampers,” with a run of 
sizes from infants through the wo- 
men’s lines. 
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Off the Deep End 


MILWAUKEE, Wis.—Word has been 
received here that Wilmer P. Boll, 
president of Boll’s Shoes, Inc., Mil- 
waukee, and Archlock Shoes, Inc., 
Chicago, has taken the plunge. In 
other words he was married on Janu- 
ary 10 and the couple left for Cali- 
fornia where they plan to spend five 
weeks, returning by way of New 
Orleans where they will stop off to 
enjoy the Mardi Gras festival. 

Incidentally, this news was for- 
warded by the one remaining bachelor 
in the firm, Thomas Schields, secre- 
tary and treasurer of the firm. 


Interesting Allied Color Book 


New YorK—Allied Kid Company 
has issued a colorful and interesting 
pamphlet introducing “Pan-American 
Colors for an American Year,” as a 
promotion piece for their resort and 
vacation colors. The front cover fea- 
tures a large American flag, with the 
caption, “Allied Kid believes that this 
will be America’s year!” 

The featured colors are: Multi-color 
in Mexico; Red at Miami; White every- 
where; Blue in Catalina; Coral in 
Hawaii; Blue Sea on the North Shore; 
Hunting Red in Aiken. Sketches of 
actual shoes in these colors are shown. 















Custom Built Shoes 








Goodman Managing 
Saks-Fifth Ave. 


BeverLy His, Cauir. — Following 
the resignation of John Knudeson as 
of the shoe department in the 
Saks-Fifth Avenue branch here, Ed 
Goodman is now filling this highly im- 





F. M. Gilkerson 
Heads New Division 


NASHVILLE, TENN.— The Children’s 
Welt Shoe Company, a new division of 
General Shoe Corporation, Nashville, 
will be headed by F. M. Gilkerson, ac- 
cording to announcement by W. M. 
Jarman, president. 


F. M. GILKERSON 


Plans are now being drawn for con- 
struction of a new factory at Hohen- 
wald, Tenn., with opening shoe produc- 
tion expected by the latter part of Feb- 
ruary. 

Mr. Gilkerson founded Gil-Kush-In, 
tion a life-time of experience in the 
shoe industry. He first worked in a 
shoe factory at the age of 10, and has 
been in the business continuously since 
that time. 

For a number of years he has been 
connected with the industry in the ca- 
pacity of merchandising engineering, 
and was prominently connected with the 
development of cushion sole construc- 
tion in this country, Canada and Eng- 
land. 

Mr. Gilkerson founded Gil-Kush-In, 
Inc., which is now operated by members 
of his family. 





G. H. Hutchins Heads 
Pennsylvania Travelers 


PrrrspurGH, Pa.—George H. Hut- 
chins was- elected president of the 
Pennsylvania Shoe Travelers Associa- 
tion at their annual meeting held re- 
cently at their headquarters in the 
Hotel Henry, here. Other officers 
elected were: Lewis Manheim, vice- 
president, and Joseph Yorkin, secre- 
tary-treasurer. 

Phil Landish was named chairman of 
the board of directors with Harry Har- 
ris, Herman Schueler, Martin Lopen, 
Phil Byer, Al Friedman and Jack 
Levy completing the new board. 
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Following the luncheon, members 
discussed and made early plans for 
their coming style show to be held at 
the William Penn Hotel, Pittsburgh, in 
July. This annual event which was 
started as an experiment in 1936 has 
developed into an important event in 
this territory. 

















Peters Announce 
Spring Ad Campaign 

St. Louis, Mo—The spring, 1940, 
consumer advertising campaign of the 
Peters Shoe Co., will be built around 
page and half page advertisements in 
Look and Life magazines, according 
to a recent announcement by A. L 
Johnson, advertising manager of the 
company. 

The ads will promote the entire 
Peters line, including men’s, women’s 
and children’s shoes and work shoes. 
The advertising has been timed to ap- 
pear in the magazines at the peak of 
the Easter selling season. 

In addition to ads in Look and Life, 
Peters will continue to use space in 
Vogue, Mademoiselle, Esquire and 
Parents’ magazines. 

Tying up with the national magazine 
advertising, Peters also is preparing 
extensive store and window display 
material, newspaper mats, radio spot 
announcements, mailing pieces, *»¢cia! 
promotions and other dealer helps. 
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They Like Your Shoes Better 
WhenYou Give Them Better Repairing 


with Hs 


Longer Level-Wear 
Rubber Heels 


wn the customer loy- 
alty that means re- 
peat sales by seeing to it 
that they get better shoe 

i That includes 
ITS Left and Right 
Men’s Heels, with guar- 
anteed double level wear—and 
ITS Very Thin French and 
Cuban lifts for women, extra 
smart and long wearing. Specify 
these money and energy-saving 
ITS Heels to your repairman— 
for customer goodwill. 


THE I-T-S CO., Elyria, Ohio 


I 











The choice of 


millions of users 




























Interesting U.S.M.C. Exhibit at National Shoe Fair 





The desire for more knowledge regarding the shoe and 
leather industry was evidenced in the interest which was 
shown in the educational exhibits installed in the Boule- 
vard room at the Hotel Stevens in Chicago during the Na- 
tional Shoe Fair. 

Two exhibits which attracted much attention were those 
contributed by the United Shoe Machinery Corporation; 
the famous welt exhibit with a complete set of illuminated 
pictures, a duplicate of that which is installed in the 
museum of the corporation in Boston, was brought out 
especially for this occasion and many took the opportunity 
to learn something of the machines used and the variety 
of steps required in the bottoming of a Welt shoe. 

In addition to this there was shown the collection of 


Sr) ae cay BED ” 


7 


soldiers’ shoes which the corporation owns and which on 
this occasion showed the latest issues made for the U. S. 
Army. Due to the pronounced interest in army shoes and 
the possible effect orders for this type of footwear will 
have on the prices of raw material, as well as the possible 
orders which may come to the industry in this country 
for such types of footwear, many took the opportunity to 
learn more of what these shoes are like and what might 
be expected when orders were received. 

The United Shoe Machinery Corporation made its head- 
quarters on the fifth floor and the rooms were headquar- 
ters for a large number of visitors who came to consult 
the executives and specialists who were present from Bos- 
ton and the branch offices. 





Soles and Heels 





METAL FLEX ano LITHOX 
SOLES AND HEELS 

A combination of steel mesh, metallic, and 

animal substances. 

Long wearing. Metal for NON-SLIP. 

No SPREAD, No CURL, No BULGE 

THE LITHOX CORP. 
WAPAKONETA, OHIO, U.S.A. 
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Leather Soles 


Are you 
Specifying 
LEATHERPLUS 
OUTERSOLES 
and 


VAN TAN 
INNERSOLES 


on your Spring shoes ? 
e 


Both increase 
Comfort and Wear 


VAN TASSEL LEATHER CO. 


NORWICH, CONN. 
Mokers of VAN TAN innersoles 











Buete in Charge of New 
Goodyear Branch in Boston 


Boston, Mass. — G. Leslie Buete, 
formerly with the company’s branch 
office in Philadelphia, has recently been 
put in charge of the Goodyear Glove 
Brand rubber footwear wholesale 
branch in Boston, which was opened a 
short time ago. 

The new branch will be located at 16 
Lincoln Street. 


Clark Opens Los Angeles 
Sales Rooms 


Los ANGELES, CaLir.—A. B. Clark, 
who has now almost completely recov- 
ered from his automobile accident of 
several months ago, has opened sales 
rooms in the Lankershim Hotel, this 
city. Both the Antioch and Jansen 
lines are on display. 
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J. K. Vardaman, Jr., Named 
Collins-Morris Head 


St. Louis, Mo.—At a recent meeting 
of the stockholders and board of direc- 
tors of Collins-Morris Shoe Company, 
James K. Vardaman, Jr., was elected 
president and treasurer. Former presi- 


J. K. VARDAMAN, JR. 


dent W. Lee Collins not only resigned 
from the board but also from any 
active participation in the company’s 
management. 

Mr. Vardaman became associated 
with Collins-Morris last Summer fol- 
lowing the termination of his duties as 
co-trustee in liquidation of the Hamil- 
ton-Brown Shoe Company. Though the 
son of a former governor and senator, 
J. K. Vardaman of Louisiana, Mr. 
Vardaman steered a course away from 
politics in preference to business and 
finance. He, therefore, enters the presi- 
dency of Collins-Morris with a broad 
background of experience and a thor- 
ough knowledge of business in general. 
Mr. Vardaman was formerly a vice- 
president of the First National Bank 
of St. Louis. Later he served as head 
of the St. Louis branch of the Recon- 
struction Finance Corporation and 
finally became president of the Tower 
Grove Bank of St. Louis. 

Edward Morris, reelected vice-presi- 
dent and secretary of the company, 
reports current production at 5000 
pairs daily in the Owensville factory. 


Maupin Remodels Department 


GLENDALE, CALIF.—The shoe depart- 
ment in the Webb Department Store 
has been completely remodeled. This 
is a leased department, with L. A. 
Maupin being in charge. Previously to 
assuming charge here, Mr. Maupin was 
buyer for the J. W. Robinson Co., 
Broadway Dept. Store, and the Globe 
Department Store, both of Los An- 
geles. 


When you stock Weejuns, remember this 
Ideal as the running mate of Bass Ski 
Boots, they are an all-year shoe slipper 
for feet seeking leisurely relief. Made with 
true Bass skill, the uppers are firm leather 
mounted on a hard sole assuring real com- 
fort at the beach, in the locker room, or 
just browsing around the house. Get in 
on the late winter sales with Weejuns, but 
remember that they mean extra sales all- 
year round. Write G. H. Bass Company, 
Dept. 3/1, Wilton, Maine, for FREE illus- 
trated catalog. 








MADE BY 
G.H. BASS & CO. 


WEEJUNS 


N. E. Shoe States Lead 
In Shoe Production 


Boston, Mass.—The New England 
shoe states, Massachusetts, Maine and 
New Hampshire, led the country in 
production during November with an 
output of 9,865,984 pairs, a gain of 
more than 14 per cent over November, 
1938, as compared with a gain of 6 
per cent in the output for the entire 
industry in this period, according to 
the New England Shoe and Leather 
Association. The New England shoe 
states registered the following increases 
in this period, November, 1939, as com 
pared with November, 1938: Maine, 
27.5; New Hampshire, 20, and Massa- 
chusetts, 9 per cent respectively. 

New York led all shoe states in the 
production this month with a total of 
6,342,724 pairs, followed by Massachu 
setts with an output of 5,740,505 pairs. 
due largely to New York’s heavy out 
put of slippers. However, for the 
eleven months period through Novem- 
ber, Massachusetts led New York with 
a production of 74,871,549 pairs, which 
was 8 million pairs larger than the 
output in New York. 

For the eleven months period, Jan- 
uary-November, the New England shoe 
states produced 136,790,952 pairs, an 
increase of 4 per cent over the same 
period a year ago. All other shoe 
states showed substantial increases 
over the same period in 1938. 
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Huth & James Adopt 
Novel Slogan 


MILWAUKEE, Wis.—The Huth & 
James Manufacturing Company, pro- 
ducers of “Modern Miss” shoes, have 
adopted as their merchandising cam- 
paign slogan, “This Year Step Out 
With ‘Modern Miss’ and Step Up Your 
Sales.” Their brand name. “Modern 
Miss,” lends itself to this slogan and 
the interest in their lines leads them to 
believe that their present dealers, as 
well as new ones, will really “step out 
and go places” in 1940. 

The Huth & James Company makes 
a twin line of misses’ and women’s 
shoes, artistically styled Littleways 
“dress shoes,” and a trim line of 
“sport” welts. Although all Huth & 
James shoes are produced under the 
trade name “Modern Miss,” each indi- 
vidual line is styled by a different de- 
signer and produced in separate fac- 
tories. According to E. C. Huth, sales 
manager, there is a definite reason for 
this division of production. 

Mr. Huth states that the designer 
whose business it is to design dress 
shoes in the modern trend should not 
be asked to divert his attention from 
this type of work in order to produce 
a sports model and vice versa. “This,” 
he says, “also holds true in the produc- 
tion end of the shoe manufacturing 
business.” 

In addition to an advertising cam- 
paign in Boor AND SHOE RECORDER, 
this manufacturer is also planning to 
produce a number of other sales helps 
for the dealers. 


Early Easter Quickens 
Interest in Buffalo Show 


BuFFALO, N. Y.—The early date for 
Easter this year already has quickened 
interest in the mid-winter shoe style 
show which will be given at the Hotel 
Statler, January 28 and 29, according 
to Louis Rubin, chairman of the ex- 
hibitors committee arranging the de- 
tails. 

Reservations already made insure 
the success of the event from an ex- 
hibition point of view, according to 
Mr. Rubin, while contacts made among 
shoe retailers, indicate that attendance 
will surpass previous shows. There is 
keen interest, according to Mr. Rubin, 
as well as firm faith among shoe re- 
tailers as to a decided improvement in 
the shoe business as the New Year gets 
under way which is expected to lift 
Easter shoe buying far above the levels 
of 1939. 

“We have found that shoe retailers 
generally are looking forward to a 
much better year in 1940 than in 1939,” 
said Mr. Rubin. “Orders already placed 
show by their size that confidence in 
the new year is much greater than last 
year. Since we have been holding these 
shoe style shows in this city, we have 
steadily attracted more and more re- 
tailers from a wider area. The number 
Which increases year by year from 
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~ RELETHA 
and get 


rich, authentic colors that 
match popular shades of 
upper leathers 

2 
sock linings that lay flat 
in the shoe—do not wrin- 
kle or scuff 


3 
a fine, leather-like sur- 


face that resists wear— 
keeps its good looks. 








Canada, alone, proves the worth of 
these endeavors. The number from 
New York and adjacent states who 
remain over for two days, the first day 
usually to get a firm idea in their minds 
of style trends, and the second day to 
actually place orders is increasing year 
by year. The shows have been operat- 
ing long enough now so that all the 
rough edges have been smoothed away 
and there is a minimum of waste time. 
The lines are all ready on the first 
day. We have held rigidly to a policy 
of conducting them on a basis of 
strictly business with no outside dis- 
tractions so that the retailer will ob- 
tain ideas as well as merchandise 
which he can convert into profits on 
his return to his place of business.” 


Joins Retail Institute 


Detroit, MicH.—The Michigan Re- 
tail Shoe Dealers’ Association has 
joined the Michigan Retail Institute, 
it has been announced by Richard J. 
Schmidt, president of the shoe group. 
This institution is known as “the 
watchdog of Michigan retailers,” Mr. 
Schmidt pointed out, and functions to 
serve the interests of retail business in 
many departments. 

Legislation is an important part of 
its function, and it serves to keep a 
watchful eye on proposed bills for the 
legislature, as well as to prepare legis- 
lation of benefit to retail trade. Other 


RELETHA 
SOCK 
LININGS 


make better looking 
shoes 
. 
that sell easier 
© 
and stay sold 
© 
because the superior good 
looks of RELETHA are built 
on superior durability. 
Write for samples. 
PROSPECT MILLS CORP. 


15 Chestnut St. 
CAMBRIDGE, MASS. 


K C le seo 


QUALITY SUBSTITUTE FOR LEATHER 
SOCK LININGS and HEEL PADS 


general trends, regulations, and de- 
velopments of importance to the re- 
tailer in one or many lines are in its 
jurisdiction, and the Institute, com- 
bining individual retail trade associa- 
tions, such as the shoe men, in many 
lines, has a “united front” strength 
much greater than any one trade group 
would have by itself. 


Goodman’s Moving to 
Larger Store 


HOLLYwoop, CALIF. — Goodman’s is 
moving to a new store about the first 
of March which will give them over 
twice their present selling and shelf 
space. This well-known men’s shoe 
store, which has been located on Holly- 
wood Boulevard for many years, is 
having one of the most modern men’s 
shoe shops built for them. When com- 
pleted, it will be the largest store spe- 
cializing in men’s fine shoes in the 
West, says F. C. Goodman. 


New Source for Shoe Leather 


New YorkK—Giant frogs, natives of 
Brazil, supply a new and exotic looking 
leather for the latest Andrew Geller 
shoes and bags. Tinted a neutral tone, 
they blend with many Spring ready- 
to-wear colors and strike a new note 
in the growing group of leathers with 
surface interest. 
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Famous Artist to Illustrate 
Advertising Series 


Charles Addams, famous illustrator, 
whose work appears regularly in The 
New Yorker, has been engaged to illus- 
trate a new series of advertisements 
for use by department stores in “getting 
closer to their customers,” according to 
an announcement made by The Grey 
Advertising Agency, Inc., 128 West 
81st Street, New York, sponsors of the 
series. 

The series consists of 60 advertise- 
ments to be run during the course of 
the year at the discretion of the sub- 
scribing store. Each advertisement is 
approximately 3 columns by 11 inches. 
Most of the store’s major departments 
are presented in an institutional vein 
with headings such as “We Prefer 
Fashion Sense to Magic Wands in our 
Shoe Department.” Such captions as 
“Leap Year is an Old Roman Custom,” 
and “Hearts and Flowers for your 
Valentine” help still further to sell the 
store as a whole. The advertisements 
are sold exclusively to one store in a 
city. 

“Our work on this series started 
nearly a year ago,” said Arthur C. 
Fatt, vice-president of Grey. “Several 
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Southwest Travelers Meet in Fort Worth 








Nat Cohen Elected President of Southwestern Shoe Travelers 
Association—W. T. Mitchell Named to 
Newly-Created Office 


Fort WortH, Texas—One hundred 
and fifty travelers attended the one- 
day convention of the Southwestern 
Shoe Travelers Association at the 
Texas Hotel in Fort Worth, Texas, on 
January 6. As is the custom, this con- 
vention was held the day before the 
opening of the Texas-Oklahoma Shoe 
Retailers Association showing at this 
hotel on January 7. This is one of the 
largest groups to attend the business 
meetings in several years. 

At the business meeting, W. T. 
Mitchell, San Antonio, secretary of the 
travelers, reviewed the growth of this 
association from 15 members in 1913 
to 348 in 1939. Twenty-two new mem- 
bers were added during the year, and 
the Southwestern Association is now 
the largest unit of the National Shoe 
Travelers Association, according to 
Mr. Mitchell. 

Nat Cohen, Houston, was elected 
president of this group for the coming 
year. C. W. Gross, Dallas, retiring 
president of the travelers, becomes 
chairman of the board. A. E. Allen, 
Dallas, was elected vice-president. 

Due to the heavy work of secretary- 
treasurer of this association in pro- 
moting and planning the two annual 
shoe shows, a new office was created 


at this meeting, that of executive sec 
retary-manager of the association 
W. T. Mitchell, who has been secretary. 
treasurer of association for fourteen 
years, will be the new executive sec 
retary-manager, and E. H.-Muse, Fort 
Worth, was elected to the separat: 
office of treasurer. Mr. Muse and J. | 
Sullivan, both past-presidents of this 
association, were the only two charter 
members of the original group of fif- 
teen members in attendance at this 
convention. 

The travelers expressed a desire t 
cooperate with the retailers in al! 
matters, and voted to continue to mect 
with the Texas-Oklahoma Shoe Re- 
tailers at these annual conventions. 
Over 240 lines were displayed at this 
convention. 

Besides the officers, the following 
directors were named: For two years 
W. M. Hootkins, Dallas, and J. A 
Spurlock, Oklahoma City; for one 
year—Ben E. Weber, San Antonio, and 
Bert Wadley, Ennis. 

The travelers association again wi)! 
sponsor a shoe show in Dallas this 
Summer. Dates for this show will he 
announced later, according to Secr 
tary Mitchell. 





store executives urged us to do some- 
thing about a situation of which all of 
us are acutely aware. 

“This situation is exemplified by the 
buyer who has two important items in 
his department. Item ‘A’ does 20 per 
cent of the volume and receives 100 
per cent of the advertising. Item ‘B’ 
does 80 per cent of the volume and gets 
no advertising at all! 

“Any store owner who goes through 
his advertising books without prejudice 
will agree that much of the space de- 
voted to the advertising of items is 
wasted; that the store would have been 
just as well off if a good proportion of 
it never saw the light of day. The 
really profitable volume comes from cus- 
tomers who are convinced that your 
store is a good place to buy, day in and 
day out. 

“Our ‘Getting Closer to Your Custom- 
ers’ series has been built on these sound 
foundations,” Mr. Fatt concluded, “to 
develop strong advertising that will 
help retailers ‘sell their stores’ as well 
as their items to their customers.” 


Schmidt with 

Broadway-Hollywood 
Houttywoop, CaLir.—Albert Schmidt 

is now buying all shoes for the Broad- 


way-Hollywood following the resigna- 
tion of Frank Baker. He formerly had 








charge of the women’s sport shoes to- 
gether with the men’s and boys’, now 
he has been promoted to merchandise 
all shoes in the house. 


New French Handbags 
“Unwarlike” 


New YorK—A part of the general 
trend to normal styles are the latest 
fashions in handbags, according to 
Mme. Jacqueline de Vieilleville, Paris 
representative for a number of style 
houses, including Richard Koreb, the 
bag manufacturer. Handbags are 
practical in size and shape and al! 
have handles, but they are not stiff 
or bulky or warlike. Instead, they are 
soft and feminine with lots of shirring 
and many unusual dressmaker treat- 
ments. Colors are bright and gay 
Iron grey is very important in new 
suits, so handbags are naturally bril- 
liant, according to Mme. de Vieilileville 
Tunisian shades are smart and stripes 
will be unusually important. Blues. 
reds (“Rouge Garibaldi”), dusty 
mustard, soft lemon and_ English 
browns, are all very chic. 

Mme. de Vieilleville has with her 
a letter from the French Ministe, of 
Commerce and Industry which promises 
special cooperation with the Americar 
fashion trade wishing to import styles 
and to get fashion information. 
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LITTLEWAY and UCO 
LOCKSTITCH Shoes 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 








[52] 
Denver Merchants Optimistic 
On 1940 Business 


DENVER, CoLO.—The 1940 outlook in 
shoes is varied among the buyers 
interviewed in a survey along Denver’s 
Sixteenth street Saturday. The total 
figures of 1989 are just being reviewed 
and many opinions were colored by the 
results of the last twelve months. 

The best horoscope from the depart- 
ment stores came from C. H. Runyan, 
buyer at Daniels and Fisher Stores Co. 
where profits of 1939 were more than 
10 per cent above 1938 and where a 
50 per cent gain in certain shoes is 
anticipated for 1940. 

While the fiscal year at The Fontius 
ends February 29 the year will close 
with profit in the small brackets, ac- 
cording to Harry Fontius, manager. 
He does not know what to expect in 
the 1940 business outlook so he will 
buy his stock’ in two months’ supplies 
at a time and watch the odds in the 
coming year. 

The Denver Dry Goods Co. came out 
in the black as well as did Gano-Downs 
both concerns chalking up between 3 
and 5 per cent gain over 1938. 

W. A. Rasmussen, manager of The 
Florsheim Shoe Co., reported a much 
better year in 1939 than in 1938 and 
he expects to double that profit during 
1940, with the completion of the new 
store now in the offing. 

The Nunn-Bush Store took a loss of 
about 3 per cent, according to M. Mor- 
ger, buyer. The loss of rubber goods 
in turnover and the slowing up in pur- 
chase of men’s shoes as a result of no 
winter weather until Christmas was 
felt badly in all shoe stores and espe- 
cially so in this one. 





Paragon Slipper 
Occupies Cohoes Plant 


Conoes, N. Y.—The Paragon Slip- 
per Company of 60 Broadway, 
Brooklyn, N. Y., has made arrange- 
ments to move into the plant of the 
former Princely Products Inc., here, a 
concern which manufactured men’s 
and women’s house slippers for chain 
stores. Princely Products Inc., is now 
in liquidation. 

Samuel Goldenberg is owner of the 
Paragon Slipper Company, which 
manufactures women’s medium cement 
process slippers and has a capacity of 
6,000 pairs of slippers a day. 

The orders on hand indicate that the 
season ahead will be a busy one. 





Warkentin Opens 
Shoe Department 


NEWTON, KAn.—Otto G. Warkentin, 
who was employed by the May’s Shoe 
Store for the past fourteen years, has 
opened up his own shoe department in 
the Marietta Shop. Mr. Warkentin is 
carrying a complete line of ladies and 
children’s shoes, and has enjoyed a nice 
business the past season. 


Obituaries 





Salvatore Capezio 


New York—Salvatore Capezio, pres- 
ident and treasurer of S. Capezio, the 
largest theatrical shoe manufacturing 
firm in the United States, died sud- 
denly in his 70th year, at his home, 58 
Grove Street, East Paterson, N. J., 
January 6. The funeral was held on 
Thursday, January 11, with services at 
his home at 10 a. m., High Mass at 11 
a. m. at St. Leo’s Roman Catholic 
Church, East Paterson, and interment 
in Calvary Cemetery, Paterson, N. J. 





SALVATORE CAPEZIO 


Born April 13, 1871, at Muro Lo- 
cano, Potenza, Italy, Mr. Capezio 
learned his craft as apprentice to the 
shoe maker for the Royal Household of 
Italy. In 1887, he came to America 
and established a small retail shop in 
the theatrical district, where he made 
and repaired shoes for the profession. 
His first operatic shoes were worn by 
Jean de Reszke in his role in Romeo 
and Juliet; his second were for Victor 
Maurel. Since that time, Capezio stock 
and custom-made shoes have trod the 
boards of every important theater and 
opera house in the world, on the feet 
of world-celebrated stars of opera, bal- 
let, drama and vaudeville, are official 
in many ballet and opera organizations, 
and recommended by leading teachers 
of the dance. 

From 1915 until her death, Anna 
Pavlowa wore only Capezio shoes, and 
Salvatore Capezio has been official shoe 
maker to the Metropolitan Opera since 
1892. His slippers are worn today by 
all members of the Metropolitan, Bos- 
ton and Chicago Opera companies, Bal- 
let Russe de Monte Carlo, American 
Ballet, Mordkin Ballet, Novikoff Ballet, 
Ballet Caravan, Vitale Fokine Ballet, 
Radio City Music Hall “Rockettes” and 
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other important dancing groups. Among 
the well known stars of opera, stage 
and screen who have worn Capezio 
shoes in the last fifty years are the 
names of Lillian Russell, Enrico Caruso, 
Mary Garden, Ruth St. Denis, Moss 
and Fontana,- Leon Errol, Marilyn 
Miller, John and Ethel Barrymore, 
Eleanor Powell, Dixie Dunbar, Zorina, 
Leon Fokine, George Balanchine and 
hundreds of others. 

Although best known for dancing 
slippers of all kinds, on which he held 
many patents for important construc- 
tion details, Mr. Capezio was an out- 
standing authority on design and con- 
struction” of historical shoes, and has 
provided footgear representing all pe- 
riods, from slave sandals of the time of 
Pericles, through the Middle Ages, up 
to our own time—shoes true in design 
and workmanship to the spirit of the 
time they represented. Shoes he has 
created for New York and London the- 
atrical productions have been consid- 
ered artistic masterpieces, and have 
cost up to $10,000 for a single produc- 
tion. 

Capezio dancing shoes have won the 
only first prizes ever awarded to theat- 
rical slippers in foreign countries, re- 
ceiving Grand Prize and Gold Medal 
at the Paris Exposition in 1925, and a 
Gold Medal and the Cross of Honor at 
Florence, Italy, in 1929. 

Until his death, Mr. Capezio was 
active head of the firm of S. Capezio, 
333 West 52nd Street, New York, 
which he organized 52 years ago at the 
age of 17; and of the Capezio Retail 
Corporation of New York, Capezio Re- 
tail Corporation of Illinois, and Capezio 
Retail Corporation of California, with 
branches in New York, Chicago, Bos- 
ton, San Francisco, Los Angeles and 
Hollywood. Mr. Capezio personally 
made shoes for outstanding theatrical 
personages and ballet groups to the 
last, and his branches—conducted un- 
der the management of men trained for 
years in Capezio techniques and tradi- 
tions—were organized under his per- 
sonal direction to serve clients in those 
localities. 

The firm of S. Capezio will continue 
to operate under the management of 
the Capezio trained specialists who 
have long assisted Mr. Capezio in serv- 
ing theatrical, ballet and motion pic 
ture artists. 


Robert D. Corlett 


St. Louis, Mo.—Robert D. Corlett, 
who retired three years ago after 30 
years with the Brown Shoe Company 
as a special representative, died re- 
cently at the age of 82. 

Mr. Corlett was quite active in civic 
affairs in St. Louis. He was one of the 
founders of the Municipal Theatre in 
Forest Park. For 17 years he served 
as a committee chairman for a local 
Christmas Festival for the needy. He 
was an active member of the Masonic 
order. 
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Chain Store Efficiency 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, Ill. 


Investment 
and 

Economic 
Counselors 











Thee BROOKMIRE 
ECONOMIC SERVICE 


Descriptive booklet of Brookmire 
Services and sample Bulletins on 
investment, business and economic 
subjects will be mailed on request. 


Kindly address Department 39 


BROOK MIRE 


Corporation—/nvestment Counselors and 
Administrative Economists—Founded 1904 


551 Fifth Ave... New York 





John Schoenhals, Sr. 


DayTON, On10—Shoe men in this 
city and throughout the Miami Valley 
were shocked on January 9 when they 
learned of the sudden death of John A. 
Schoenhals, Sr., 70, beloved shoe dealer 
in this city and treasurer of the Day- 
ton Shoe Retailers Club. Mr. Schoen- 
hals was found dead in his bed, having 
passed away during his sleep. 

Born in Trenton, Ohio, Mr. Schoen- 
hals, better known to his wide circle of 
friends as “Uncle John,” came to Day- 
ton in 1890 and established a shoe 
store three years later on South Main 
Street. Later, he moved to Fourth 
Street, near Ludlow Street, but moved 
several years ago to his present loca- 
tion at 42 South Ludlow Street. Mr. 
Schoenhals’ son, “Young John,” is a 
partner in the business. 

Mr. Schoenhals was active in politi- 
cal circles. In 1912, he was elected to 
the Dayton Board of Education and 
served for four years. He was a mem- 
ber of the St. Paul’s Lutheran church. 

Together with P. J. (Pete) Myer, 
the pair organized the Dayton Shoe 
Retailers club some 35 years ago. This 
organization was the forerunner. of 
the state and national associations. Mr. 
Schoenhals has been treasurer of the 
local club since its inception. 

Mr. Schoenhals had complained of a 
cold and a heart condition two days 
before his death. However, a complete 
physical examination failed to disclose 
any cause for alarm. 

Surviving are his widow, three sons, 
a granddaughter, and a brother. 

The local shoe fraternity was well 
represented at the funeral services. 
Burial was in Woodland cemetery. 


Harry P. Rosenthal 


Hor Sprines, Ark. — Harry P. 
Rosenthal, head of Rosenthal’s, well- 
known retail shoe firm, here, died at 
his home in this city recently at the 
age of 54. 

Mr. Rosenthal was one of the best 
known shoe men in the Southwest; 
known and respected for his business 
acumen and honest dealings with his 

mess associates and all with whom 
he came in contact. 


A native of Texas, Mr. Rosenthal 
came here and established his business 
25 years ago. He was a Rotarian, a 
member of the Elks and an active 
participant in all civic affairs. 

He is survived by his wife and one 
daughter, Phyllis. 

The business will continue under the 
same personnel and the same high 
standard that Mr. Rosenthal created. 


Harrie L. Ober 


BEVERLY, Mass.—Harrie L. Ober, 
assistant-treasurer of the United Shoe 
Machinery Corporation, and for many 
years associated with the shoe and 
leather industry, died very suddenly at 
his home in Beverly January 7. 


HARRIE L. OBER 


Mr. Ober was born in Beverly, and 
after graduating from the Beverly 
High School he was for some years as- 
sociated with James B. Weed & Co., 
Binghamton, N. Y., leather manufac- 
turers, as an accountant, and on the 
formation of the American Hide & 
Leather Company, of which they were 
a part, he served for some years in 
their employ. He entered the service 
of the United Shoe Machinery Corp. in 
1902 as an accountant and became 
chief accountant in 1925. For the past 


ten years he has served as assistant- 
treasurer. 

He was second vice-president and 
chairman of the corporation, of the 
Beverly Cooperative Bank and was ac- 
tive in the affairs of the First Baptist 
Church and other organizations in 
Beverly. He was a past-president of 
the Quarter Century Club of the 
USMC, a member of the Liberty Lodge 
of Masons, Amity Royal Arch Chapter, 
Bass River Lodge of Odd Fellows and 
the Square and Compass Club. 

Mr. Ober is survived by his widow, 
Mrs. Annie Williams Ober. 

Funeral services were held at the 
First Baptist Church in Beverly Jan- 
uary 10 and were attended by a large 
delegation from the Boston office as 
well as from the Beverly factory, and 
many Beverly friends. 


Clement P. App 


Fort WAYNE, IND.—Clement P. App, 
69, well-known retired shoe dealer of 
this city, died at his home here. Mr. 
App had been ill only three weeks. He 
was a lifelong resident of Fort Wayne 
and was engaged in the shoe business 
all of his adult life until he disposed of 
his interests in the App Shoe store five 
years ago. The store was founded 
about 1860 by the late Mathias App, 
father of Clement. The store has been 
located at 916 S. Calhoun Street since 
its founding. 

A former president of the Indiana 
State Shoe Retailers’ Association, Mr. 
App was a member of the Optimistic 
Club, Knights of Columbus and the Old 
Aqueduct Club. 

Surviving are his wife, two sons, a 
sister, two brothers and two grand- 
children. 


Edward Campbell 


LitTLE Rock, ARK.—Edward Camp- 
bell, aged 59, veteran Little Rock shoe 
salesman, died at his home here, re- 
cently. He was born at Augusta, Ark., 
and came to Little Rock when a boy. 
He was the son of the late Maj. W. P. 
Campbell. 

Mr. Campbell was with Kempner 
Shoe Store in Little Rock for 40 years. 
Survivors include his wife, four sons, 
three brothers and three sisters. 
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SALESMEN WANTED 





SOUTHERN, Western and Northern terri- 
tories open for energetic men with good 
following, on commission basis, representing 
New York wholesaler in $2.00 and $3.00 
novelty field. State qualifications, territory 
| i ge desired. Address $562, care Boot 
7 You ME og, Recorder, 239 West 39th Street, New 
0 


RETAIL SHOE SALESMAN, Gentile, ex- 
perience in high grade men’s and women’s 
shoes, Address 2563, care Boot & Shoe 
eee 239 West 39th Street, New York, 








ANTED two side line Salesmen for Shear- 

ling Slipper Line of approximately 100 
styles, to cover Southern States and Mountain 
States. Athletic Shoe Sales Company, 916 No. 
Marshfield Avenuc, Chicago, III. 





POSITION WANTED 








YOUNG MAN CAPABLE OF 
ASSUMING RESPONSIBILITY 
ite ; i _years general 
accounting, ae | typing; can adjust self 
to your business; 
Address 568, care eel & SHOE + 
239 West 39th Street, New York, N 














MANAGER—Shoe Buyer—Chain or 

Department Store; rs’ experience 
Men’s, Women’s, Children’s Footwear; A-1 
reference; prefer Ohio. Address $567, care 
Boot & Shoe Recorder, 239 W. 39th Street, 
New York, N. Y. 


STORE MANAGER: Thoroughly experienced 
man—under 45 years—desires connection—— 
capable of taking complete charge of retail shoe 
business. Dependable — Responsible. Man 
years’ experience—familiar all chem of retail- 
ing, corrective footwear. Appearance and per- 
pI oa helpful in developing following. Best 
references. Address 2565, care Boot & Shoe 
aoe » 239 West 39th Street, New York, 








FOR SALE 


R SALE: In New England’s best small 

town, a long established shoe store; only one 
in shopping area; modern front and interior; 
clean stock; low rental; pleasant living; excel- 
unity for experienced shoeman. Ad- 
dress $564, care Boot & She Recorder, 239 
West 39th "Street, New York, N. Y. 


FOR RENT 


TORE FOR RENT, 40x70, on secondary 
street. 100% shoe location for northern 
Vermont, selling low price shoes; neighbor 
stores doing over $100,000. Write Frank’s 
Economy Store, 181 North St., Burlington, Vt. 









































































































































| BUSINESS OPPORTUNITY WANTED TO PURCHASE | 
| 
| 
REAL OPPORTUNITY FOR WE | 
ORTHOPEDIC SHOE MAN Entire or Surpies and Retail | ‘ 
Established, exclusive orthopedic shoe store _~ ya RB. 
clientele, aa. By RH - ity, Arch ; uty a“ J 
¢ ' 
man who wants to . Sa on his ability tontans, Stetesa, } Cross, Nesa-Bash, f 
and assure a good future income. 60% down, IRVIN RUBIN 
balance on reasonable terms. - menae mgt hg 8 
Adie Om aset 4 ante, Sgeqnece Phone Barclay 7-7887. New York Oity c 
| & 
| e) 
| st 
| FOR LEASE SHOE STOCKS BOUGHT , 
FOR LEASE: Fully equipped ground floor Complete or Part al 
oe department, including windo' t . 
a © ——, basis with “4 a Wholesale or Retail : 
tees, in successful ready-to-wear store. Ample 
permanent window display. Sidney's, 501 ; nos i og ge N. 4 
| Jefferson Street, Roanoke, Va. Totes! WORTH 2-5180-5181 
re 
tu 
MERCHANTS’ NEEDS ar 
cel 
Buyers of Surplus Stocks - 
7 We will buy surplus or entire stocks of chee ; 
TIT AD IT trem manufacturers, jobbers or retaliers, in 
) QUANTITY NO OBJECT wil 
i Nnaping Uev KIRSCH-BLACHER CO.., Inc. ] 
Se 106 Duane St. New Yort the 
= Alter Shoes to Fit Phone WOrth 2-5377 and 5378 bla 
7” ~=—s Abnormal Feet hei, 
I 
jor 
BUYERS OF wer 
MANUFACTURERS—RETAILERS Pac 
SURPLUS STOCKS Nor 
We buy for cash surplus or complete shoe stocks . 
= Write, wire or phone. . v 
BARSH & CEASAR riab 
14 8S. Third St. Philadelphia, Pa. cour 
Phone Market 9139 ence 











Heads New Trade Group 


Mapison, Wis. — Joseph I. Hyland, 
local shoe dealer and past-president of 
the Wisconsin Shoe Retailers’ Associa- 
tion, has been named temporary presi- 
dent of the newly-incorporated Trade 
Independent Association of the Madi- 
son Area, an organization to foster, 
promote and protect the interests of 
independent merchants and wholesalers 
in the Madison trading area. 





























New Superintendent for 
Consolidated Shoe Corp. 


CINCINNATI, O.—Charles R. Linguist. 
formerly associated with the Hamilton 
Brown Co. in the capacity of general 
superintendent and quality man, is now 
with the Consolidated Shoe Corpora- 
tion in Seymour, Ind., and Crothers- 
ville, Ind., as general superintendent, 
having replaced Isaac Watts. 

























address should be counted. 





CLASSIFIED ADVERTISING RATES 
or “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini 

ped 75 cents. For all other classified advertisem 

When a box number is desired twelve words should be added for the address. In all other cases each word of tl: 


jaa gn a Bore ged classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
8% Advertisements for this page must be in our New York office on Friday of the week preceding publication. - 


ents the rate is 7 cents per word. 









Minimum charge, $1.25 | 
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Survey Shows Wide Acceptance 


Of Step-ins for Spring 

St. Louis, Mo.—A wide acceptance 
of step-ins is reported in a “Shoe Buy- 
er’s Style Guide For Spring, 1940,” 
recently issued by Tober-Saifer Shoe 
Co., here, it was learned from Melvin 
F. Roman, advertising manager. 

The guide was prepared to make it 
possible for small store shoe buyers to 
have some assistance in selecting their 
lines for the coming Spring selling. Re- 
sults of the survey taken from the 
questionnaires sent to 150 shoe buyers 
in the country show that consumer 
purchases are expected to fall in the 
following classifications: 42 per cent in 
step-ins, 28 per cent in pumps, 15 per 
cent in oxfords and 14 per cent in 
sandals. 

As for colors, the 87 out of 150 buy- 
ers that answered the questionnaires 
stated that black would be 2 leader by 
62 per cent, with blue rating second 
at 23 per cent; beige at 7 per cent; 
gray, 1 per cent; high-color at 2 per 
cent, and miscellaneous colors rating at 
4 per cent. 

However, while the overall average 
remains right for the national pic- 
ture, it is pointed out that black shoes 
are expected to make up but 48 per 
cent of the preference in the South- 
west and blue only 13 per cent. Beige 
in this instance will rate much higher 
with a 17 per cent acceptance expected. 

Blue shoes will dip to 13 per cent in 
the East, according to the survey, while 
black shoes are expected to soar to new 
heights at a mark of 73 per cent. 

In planning this survey the : ix ma- 
jor territories in the United States 
were considered — namely: Midwest, 
Pacific, Southwest, Southeast, East and 
Northwest. 

While the results on colors were va- 
riable according to the section of the 
country being covered, the same differ- 
ences in opinion about the future buy- 


For example—the Southeast showed 
a jump to 85 per cent in pumps while 
sandals made a dive to 7 per cent. In 
shifting the picture to the strictly East 
Question, the opinions again vary witb 
18 per cent favoring pumps and 26 per 

it of the sales expected in oxfords. 

ord movement in the Pacific 
Coast area is expected to rate 26 per 
while pump sales will move down 

the general average to 20 per 


Gamm Succeeds Bender 
At May Co. 


Los ANGELES, CALIF.—A. Bender has 
tesigned as buyer of men’s shoes for 
The May Co. local stores. He will be 
sueceeded by Monroe Gamm, who for 

little time held the post of mana- 
of the men’s shoe department in 
. W. Robinson Co. store, under 


Lord & Taylor Dramatizes 
Spring Shoe Styles 


New YorK—A runway parade in the 
shoe department shown twice daily 
over a period of two weeks is the way 
Lord & Taylor is educating its custo- 
mers in new shoe styles. A U-shaped 
runway gave a close-up view to every 
member of the audience. All but the 
ankles and feet of the models were 
concealed so that attention was 
focussed on the shoes. Featuring 80 
pairs of shoes, the show was divided 
into eight parts—pumps, sandals, high- 
front pumps, oxfords, evening shoes, 
classic country types, resort shoes, and 
play shoes. 

The pump pattern, revived with 
such spectacular success last Fall by 
this store, is slated for even greater 
importance this Spring to wear with 
suits and print dresses. 1940 pumps 
are characterized by the use of dress- 
maker fabrics—gabardines and _ rib- 
bons—and dressmaker trimmings— 
bows, lacing, stitching, eyelets. In the 
sandals, a notable pair has wide straps 
of Chinese red, combined with black 
platform soles and heels. Among the 
high-front pumps, the elasticized treat- 
ment is especially important in spat 
patterns to wear with suits. In this 
and the other pump group the “curb- 
stone” toe — slightly raised — is a 
feature treatment. Dressy oxfords are 
the new note in the oxford group. 
Evening shoes are very gay and, in a 
number of patterns, very open in gold 
or jeweled mesh. Country t:7pes include 
classic oxfords, spectator pumps and 
gay little low-healed step-ins. Wedge 
heels, side-laces and a variety of pat- 
terns, materials and colors are featured 
in the resort shoes, as well as in the 
play shoes. The show ended humorously 
in a parade of red rubber boots for 
stormy weather. 


Silen’s Remodel 


SEATTLE, WASH.—What will be one 
of the most completely equipped cor- 
rective shoe stores on the Pacific Coast 
was “on its way up” in Seattle this 
month as Silen’s Shoe Store, 1333 
Fourth Avenue, underwent remodeling. 

Among the improvements will be a 
new maroon Vitrolite store front and 
a new light mahogany-trimmed inte- 
rior. 

“Our remodeling program is de- 
signed not only to make our store one 
of the most attractive but also one of 
the most modern and completely 
equipped in the West,” M. Lee Silen, 
president of the firm, pointed out. 

“Individual fitting rooms will be 
added, advanced foot X-ray machines 
will be installed and our large stock of 
special-last shoes augmented,” he added. 

The store had the first sale in the 
six years it has been in Seattle, this 
month, to celebrate the remodeling. 
Work will be completed March 1. 


[55] 
Lape Named U. S. Chamber 


Of Commerce Director 


CoLumMBuUs, On10—Herbert N. Lape, 
Sr., president of the Julian & Kokenge 
Co., Columbus, has been elected a di- 
rector of the United States Chamber 
of Commerce, to fill out the unexpired 
term of the late Alexander Thompson, 
Hamilton, who died last summer. 

Hundreds of letters endorsing Mr. 
Lape for the post were received from 
all parts of the United States. He 
served six years as a member of the 
board of the Columbus Chamber, and 
for two years has been its national 
councillor. 

He has also been active in affairs of 
the Ohio Chamber of Commerce. For 
three years he was a member of the 
board of the National Association of 
Shoe Manufacturers, serving as trea- 
surer in 1937, and as general chairman 
of the National Shoe Fair in 1938. He 
is the second Columbus business man 
to be named to the U. S. Chamber’s 
board. Fred Lazarus, Jr., department 
store executive, was selected to the 
board approximately nine years ago. 


N. P. Liberty Leaves 
Burtman-Rondeau 


FARMINGTON, N. H.— Normand P. 
P. Liberty, widely known shoe designer, 
has resigned as an executive of the 
Burtman-Rondeau Shoe Co. here, to 
become general manager of the Merry 
Shoe Co. of Lewiston, Me., in which he 
is reported to have purchased an in- 
terest. 

While in this section, Mr. Liberty 
was a popular member of the Rochester 
Country Club, engaging in numerous 
tournaments. 


Littler Department Enlarged 


SEATTLE, WASH.—Extra space for a 
new line of shoes was provided when 
Littler’s men’s store, 417 Union Street, 
remodeled last month. 

Formerly the “shoe section” was one 
chair and a shelf of shoe boxes. Now 
the section is in a neon tube-lighted 
corner of its own. 

E. L. Larson, formerly of Ross 
Brothers in California, is the new sec- 
tion head. 

“Some men in Seattle still don’t 
know the difference between quality 
and price in shoes. I’m going to show 
them the difference,” said Mr. Larson. 
He mentioned a new customer, a pro- 
fessional man, who wore expensive 
hand-tailored suits, but the least ex- 
pensive shoes he could find. 

“After the difference between quality 
and price was explained to him, he 
bought $100 worth of shoes in 90 days,” 
Larson added. “I believe in profes- 
sional shoes for professional men.” 

In addition to the enlarged men’s 
shoe department, fitting rooms for for- 
mal wear and a section for selling sea- 
sonal goods were also added. The ad- 
dition included 1000 sq. ft. of space. 





